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TO ALL UNION DEALERS: 
In this time of rising costs and scarcities, our company's history (26 %, bigger than in 
attending America's all-out program of de- 1940) and will continue. 45 
to supply the dealers on whom 


long as it lies 


fense, every dealer handling farm and in our power. 


garden tools and shovels has asked himself: our business normally depends. 


(1) Will I have to Poy higher prices for Behind this pledge stand 4 important facts: 


my next stock? 
1.We own one of the world’s biggest 
(2) Will I get delivery on my order? stocks of quality White Ash for 
handles, 


Our answer to your first question is this: 


The Union Fork & Hoe Company's new prices 2. We have conserved steel by eliminat- 


&. Except tor a few nein incipall ing unimportant items and learning to 
" or a fe , ‘ 

anda “er ’ principe'y adapt available shapes to our needs, 
in the lower priced brackets. THEY ARE 


THE IDENTICAL PRICES THAT you PAID 3.We are not dependent on foreign 
THIS SPRING. sources of supply for any materials, 


4. We have already solved major prob- 
lems involved in protecting our 
dealers while cooperating with the 
National Defense. 


As to service, We have, to date, succeeded 


in delivering the largest volume of tools in 


These facts give us the confidence to say to 
you: We have always depended on our 
UNION dealers. UNION dealers cam now 
depend on us- 


Sincerely 


Ayal, Deh 


President 


THE UNION 
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Wooster Brushes displayed at the Point-of- 
Sale keep saying, “You need a brush, too.” No 
effort is required to sell the customer. People 
see what they want and buy what they want. 
Then too, there is that repeat business at an 
amazing low cost per sale. Put your brush de- 
partment on a self-sustaining basis. Ask your 
jobber’s salesman to show you how to increase 
your brush profits with Wooster. 


FOSSSET 


THE WOOSTER BRUSH CO. © WOOSTER, OHIO 
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IT’S 
MOVING 
DAY! 


Today and every day, the Yale Moving Men YALE PUTS 3 STRONG SALES MOVERS 
help turn over your stock of Yale Locks IN YOUR BUSINESS 





a All YOU need do is 
The three broad-shouldered gentlemen you meet here 


are the YALE Moving Men. They represent the three 
forces responsible for your bigger profits and quicker 2. Talk up the Yale selling points 
turnover with Yale & Towne products — 3. Use Yale promotion aids 


1. Display Yale products (your jobber will supply you) 


ONE... Yale’s reputation as the No. 1 name in locks 


h i il h 
a oe ae helps er ee The husky Yale Moving Men will do the rest. 


Two ... Products modern in design and finish, which 
result in more profitable sales. 


9] 


THREE ... The industry’s most extensive national ad- > bE 
vertising, continued through good times and bad. 2 





THE NAME YALE HELPS MAKE THE SALE 


THE YALE & TOWNE Stamrono, conn.u-s.« 
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J “spPeciAL 4” U 
One SCHICK Colonel 
for only *5.00 


With your order for three shavers 
Your choice of models — 
Colonels, Flyers, Dress Kits 


YOUR GROSS PROFIT 


447% 10 45. St 


depending on assortment you order 






“LUCKY 7° 
One SCHICK Colonel 


FREE! 


With your order for six shavers 


Your choice of models — 
Colonels, Flyers, Dress Kits 


YOUR GROSS PROFIT 


47.5% 10 50% § s2sSe= / 
ou (Only © ——— get 


rtment you order 



























depending on asso 








¥ SCHICK’S BIGGEST ADVERTISING 
27 ADS in 90 DAYS—7 in COLOR 


HARDWARE AGE 


RN ate Ree 














SCHICK Colonel 
Retails for $15.00 


SCHICK Flyer 
Retails for $12.50 


SCHICK De Luxe Dress Kit 
Retails for $17.50 ; 


PLAY THE WINNER! 


Schick started the electric shaver business! ecHick 
ee iwcoRPon 


Over half of all electric shavers in use today are Schicks! 


Schick has won more sales than all other electric shavers combined! 


CAMPAIGN-STARTS SEPTEMBER 10° 


THE SATURDAY EVENING POST... COLLIER’S... LIFE... LOOK 
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Your only source of complete, authentic, 
easy to read information on all phases of 
Builders’ Hardware. 





Taching the 

Mystery 

Out of 

WILDERS 

BARDWARI 
"4 


1 
agos prow st 


The Official text bookofthe American Soci- 
ety of Architectural Hardware Consultants. 


Insignia 


Society's 





If you are one of the many hardware men who have always 
wanted to know more about Builders’ Hardware—and how to make 
more profit from its sale—but could not, because of the lack of 
information on this subject—“*TAKING THE MYSTERY OUT OF 
BUILDERS’ HARDWARE?” is the book for you. 


You will get the benefits of the author’s, Adon H. Brownell, life- 
time experience in successfully selling, buying and manufacturing 
Builders’ Hardware. You will be shown how to quickly and easily 
set up a Builders’ Hardware department capable of servicing all the 
needs of your community from the average home to schools, hotels, 
office buildings, churches, apartments, etc. 


You'll also be shown how to read blue prints, and to specify jobs; 
how to work with property owners, contractors and architects; how 
to use Builders’ Hardware to increase sales in your other depart- 
ments. This book will bring you all you need to know about this 
profitable, basic hardware line. ; 


The experienced Architectural Hardware Consultant will want this 
book for its use as a handy reference work. The beginner will want 
it as a text book to use as the only complete home study course in 
this subject ever published. 


Your clerks, too, should have this new book. They will become 


more valuable to you and more valuable to themselves by reading 
and studying it. 


maATL 


HARDWARE AGE 
100 East 42nd St., New York, N. Y. 


THIS 


Please send me 


Brownell. 
NAME | FIRM 
ADDRESS CITY 








USE THE BOOK 
THE EXPERTS USE 


Everything You Need to Know 
About BUILDERS’ HARDWARE 


HOWARD MacCARTHY, Jr., president says: 


“It gives me great pleasure to advise you that the 


board of directors of the American 
Society of Architectural Hardware 
Consultants have unanimously voted 
to adopt Adon Brownell’s book ‘Tak. 
ing the Mystery Out of Builders’ 
Hardware’ as the official text 
book of the Society.” 








Here are some of the features and 
profitable ideas in this book that will 
mean more dollars for you! 

220 pages—page size 8'/2 x II'/ inches— 

cloth bound to withstand hard usage. 

How to bring prospects into your store. 

Suggestions on making bids that will mean 
more sales and profits to you. 

How to cash in on the sale of replacements 
and “follow-up” items. 

A wealth of specific information on equip- 
ping public buildings. 

Nine comparative charts which show you how 
to match different items. 

A working Blue Print, size 25 x 11'/2 inches, 
Glossary of more than 300 Technical Build- 
ers’ Hardware Terms, Cross Reference In- 
dex, etc. 

Over 600 Illustrations, Charts and Diagrams. 








COUPON 


ORDER YOUR COPY NOW 


Prepare yourself for the opportunities a 
thorough knowledge of Builders’ Hardware 
offers you to increase your earning power. 


GOOD BUILDERS’ HARDWARE MEN ARE SCARCE. 


TODAY 


copies of “TAKING THE MYSTERY OUT OF BUILDERS’ HARDWARE” by Adon H. 
I will pay the postman $3 each, plus a few cents postage. (Canada and Foreign Countries $3.50.) 


STATE 


() Check here if you enclose payment, in which cause we pay postage. 
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Vow more than ever... 


the “CHAMP” of Combination 


Padlocks and still 0s « 
only 


RETAIL 





















Again Master brings you the leader—the sales 

title holder among combination padlocks— 

Master “Champ” No. 1500. Newly improved, 

even over former high standards of strength 

and security, Master “Champ” now offers these 

pace-setting features: 

I. Still greater resistance to “picking.” 

2. Exceptional precision . . . like the lock on 
a safe. 

3. Long, trouble-free life, due to machined brass 
and heavy steel parts.” 

4. Powerful double case . . . wrought brass 

over strong steel. 












LAMTRAeewew © WROUGHT STEEL - DOUBLE CASE 





n? 30 Js Sales-Making Display FREE with No. 15 School Special 


REN GF, Ap 2 P 
2 © CK! This permanent 4 color counter display with metal easel is given 
= a A with the purchase of 1 dozen No. 1500 Combination Padlocks 
. . . an effective means of attracting attention to the splendid 
value which the home-owned store can offer. Specify “No. 15 


MASTER School Special” in ordering from your jobber. 


vie 


Mite oe MASTER LOCK COMPANY, Milwaukee, Wisconsin, U.S.A. 
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Let tis FREE Cap'n Mark Display 


BRING NEW CUSTOMERS 
INTO YOUR STORE! *: 


This attractive, new display makes an ideal attention- 
getter to build your window display around. Comes in 
8 colors—stands 4 ft. 5 in. high. If you’re a Columbian 
Rope dealer or want to sell “Columbian,” just write us 
giving your jobber’s name. We'll send you this new 
display FREE! 


COLUMBIAN ROPE COMPANY 
AUBURN “The Cordage City,” NEW YORK 
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@ No Sir-e-e! Myers doesn’t 
sell you a stock of Hand Pumps 
and forget about it. Myers sup- 
ports dealers the modern way, 
supplying the ways and means to 
effectively display for steady 
sales and profits. Myers supports 
COG GEAR dealers with national advertis- 

HANDLE ing, free sales promotional ma- 
EASY OPERATION terial and personal selling aid. 

; Add to all these things—line 
completeness, popular style and 
size range, recognized quality, 
consumer preference, plus ex- 
clusive selling features to talk 
about and you have what it takes 
to put your Hand Pump business 
on an attractive year round 
sales-profits basis. 

Yes Sir-e-e! There are profit- 
able sales awaiting dealers who 
go after Hand Pump business 
the Myers Way. If you haven’t 
investigated the profit making , . 
possibilities of Myers Hand bn ane ig My By. attrac- 
Pumps do so now. It will pay tive appearance of Myers Hand Pumps by 
you to stock them, display them the eye of every one who enters your 
and push them for steady year ‘tore. Ask your Myers salesman about 

this modern way of displaying and selling 

GLASS round sales. Hand Pumps, Cylinders and Leathers. 
VALVE SEAT 


CYLINDER BEAT “PRICE COMPETITION” WITH THESE MYERS— 
FEATURES AND ADVANTAGES 


Cog Gear Design—Easier operation at greater depth 
Glass Valve Seat—No rust or corrosion—Holds prime 
Sanitary Construction—Protects health 
s Steel a breakage, No wear—Longer life 

Bo 









ar 

















PATENTED Geet ~ a = ~y pam 
r ion at greater de 
MYERS GLASS VALVE SEAT wits “haves Air Ghautber—-Smecth thew. - 
PUMP STAND NO RUST 
NO CORROSION 


THE F,E.MYERS & BRO,co. 


AbhLana, Ohéo 


PUMPS - WATER SYSTEMS - SPRAYERS - HAY TOOLS - DOOR HANGERS 
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Fair Trade Laws:— 


Luther R. Stein, vice-president 
and general sales director of Belk- 
nap Hardware & Mfg. Co., Louis- 
ville, Ky., has written an interest- 
ing letter to the editors of four 
hardware publications. This letter 
deals with fair trade laws and the 
observance by hardware dealers of 
fair trade prices on trade-marked 
goods, when and as established by 
manufacturers. Mr. Stein writes: 

“An instance has come to my 
attention which seemingly of- 
fers the opportunity for the 
publishers of the trade journals 
to do a bit of further education 
with retail hardware dealers. 

“I start with the definite ad- 
mission that every one should 
know that the basis of the ‘Fair 
Trade’ law is to compel all re- 
tailers to maintain the manu- 
facturers’ ‘su g gested retail’ 
price. 

“We recently wrote all our 
salesmen regarding the change 
in prices on guns and rifles and 
called their attention to the ne- 
cessity of retail dealers changing 
retail prices, regardless of cost 


of goods, to the new retail 


prices suggested by the manu- 
facturers. 

“One of our salesmen writes: 
‘Why not print this letter on a 
catalog page so we will have it 
to show the customers? I have 
customers who tell me that after 
they pay for an item, they can 
sell it at any price they want to.’ 

“You men and I may all 
agree that enough has been said 
on this subject that any dealer 
should know the situation, but 
I am wondering if a consider- 
able number of dealers may still 
feel that the ‘Fair Trade’ law 
applies only to the prices they 
pay or perhaps the regulation 
of some chain competitor, but 
has no effect on the retail price 
an independent merchant must 


get.” 


Almost Incredible:— 


When you remember the way 
firearms’. manufacturers were en- 
couraged to utilize fair trade as a 
curb to predatory price cutting 
on guns and rifles, and recall how 
hardware men hailed the spread 


of fair trade contracts among this 
group of producers, it seems al- 
most incredible that any resistance 
to the program would come from 
independent hardware dealers. In 
every survey I have seen retail 
hardware opinion has been over- 
whelmingly in favor of fair trade 
legislation. Presumably this would 
mean that the majority of dealers 
would be anxious to cooperate in 
the maintenance of suggested sell- 
ing prices. But, apparently, Mr. 
Stein has experienced a contrary 
reaction among the very type of 
merchant that fair trade legisla- 
tion is intended to help. 


Not Optional:— 


Legally, the observance of es- 
tablished fair trade prices is not 
optional with the dealer. Once a 
single contract is made all subse- 
quent retail sales must be made at 
the contracted price within that 
particular state, provided knowl- 
edge exists and this is a very sim- 
ple matter. Such contracts are 
binding on all retailers, not mere- 
ly those who have signed the 
fair trade contracts. Were it not 
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so fair trade legislation would be 
a huge joke and could be circum- 
vented at will by non-contracting 
dealers. Most, if not all, of the 
manufacturers who are operating 
under fair trade contracts, took 
this step in the belief that inde- 
pendent dealers sorely needed 
such protection and would respond 
wholeheartedly to the spirit, as 
well as the text, of such contracts. 
If the situation outlined by Luther 
Stein is becoming at all typical, 
fair trade legislation -won’t last 
very long. In fact, there are many 
well-organized and_ well-financed 
opponents to fair trade, as well as 
marked antipathy to it among cer- 
tain high officials. If these folks 
ever get, as an additional weapon, 
definite proof that independent 
dealers don’t want or won't sup- 
port fair trade contracts you may 
expect quick repeal of the Miller- 
Tydings enabling act which is the 
keystone of the fair trade struc- 
ture. It would certainly be a great 
shame to have such a development 
due to indifference among inde- 
pendents. Aside from that angle, 
let me repeat—‘the observance of 
established retail fair trade prices 
is not optional.” Once a trade- 
marked item is placed under fair 
trade contract, the retail price in 
the contract is binding on all re- 
tailers in that particular state— 
including those who don’t or won't 
sign such an agreement. 


Follow the 
Market:— 


In these times, no discussion of 
pricing policies is complete with- 
out emphasis on the absolute ne- 
cessity of “following the market.” 
The only sound premise is to 
recognize replacement cost as your 
guide, regardless of your actual 
buying price. When the market is 
sliding downward, competition 
normally forces reduced selling 
prices based on lower replacement 
costs. When the market is swing- 
ing upward, as it definitely is to- 
day, the same strategy must be 
employed. Replacement costs are 
the only basis for pricing, and this 
is especially vital in a zising mar- 


ket, aggravated at present by 
shortages and threats of further 
shortages due to defense needs. 


Sales Ideas:— 


Dedicated to more efficient re- 
tail selling in the hardware stores 
of the nation, the HARDWARE ACE 
Retail Sales Idea Club gets under 
way in this issue on pages 18 and 
19. To date, approximately 1000 
retail hardware store employees 
have signed up and each mail 
brings new members. There are 
no dues, assessments, meetings, 
officers nor costs of any kind. The 
whole purpose of this editorial 
feature is to provide a medium 
for the exchange of sales ideas for 
which retail employees will re- 
ceive cash awards. More than two- 
thirds of the members enrolled 
have already made valuable sug- 
gestions for the conduct of this 
open forum on sales ideas, indi- 
cating very eloquently a high av- 
erage intelligence, a very keen in- 
terest in their jobs and a great 
desire for more knowledge on bet- 
ter selling methods. These young 
men and women make the actual 
sales in hardware stores. They are 
the “point of sale” contact with 
consumers. Their efficiency in 
their daily tasks makes or breaks 
a retail store. They provide either 
a bottleneck in the scheme of dis- 
tribution or an open channel for 
profitable volume. All of the skill 
of the manufacturer; the econo- 
mies and efficiency éf the whole- 
sale distributors; the good buy- 
ing and management of the store 
owners, plus modern arrange- 
ment, displays, assortment, price, 
store lighting and advertising col- 
lectively add up to naught unless 
the retail store sales employees 
finish the job efficiently and serve 
the consumers in a workmanlike 
manner. They alone are in the 
vital key position of actually meet- 
ing the customers and what they 
say and do on the actual “firing 
line” wins or loses the constant 
battle for the consumers’ dollars. 
It is with these facts in mind that 
this Retail Sales Idea Club was 
started. Its entire success depends 
upon the support and participa- 


tion of employees in hardware 
stores. We invite every store own- 
er to encourage his em ioyees to 
enroll and to take part in the ex- 
change of sales ideas. A penny 
postal is sufficient. Use the simple 
application form reproduced on 
page 19 of this issue. The July 
Idea Contest of the club is ex- 
plained fully on page 18. The 
subject should have universal ap- 
peal and the answers should prove 
very enlightening and interesting. 
Let’s go! 


“Who Makes [t?”— 


The next issue of HARDWARE 
AcE will-be the Annual Merchan- 
dise Directory and Catalog Issue, 
dated July 24, 1941, and perhaps 
better known as the “Who Makes 
It?” Number. This issue provides 
the names, addresses and trade- 
marks, alphabetically arranged, 
for an extremely wide line of hard- 
ware, tools and related merchan- 
dise that is salable through whole- 
sale-retail hardware channels. 
More than 350 pages of condensed 
catalogs of leading manufacturers 
are a major feature of this edi- 
tion, supplemented by the “Index 
to Products Information,” printed 
on green paper in front of the 
book to facilitate buyers seeking 
data covered in the condensed 
catalogs. Among the listings are 
5000 main headings or products, 
more than 10,000 individual man- 
ufacturers’ names and addresses, 
and, in all, 52,000 listings—all 
arranged to help save buyers’ time 
and to enable them to quickly 
locate required data on the many 
lines incident to hardware distri- 
bution. Other important and use- 
ful features include tables and 
charts showing “How to Figure 
Resale Prices,” “How to Figure 
Stock Turnover,” “Net Profits, 
Cost of Doing Business,” “Glos- 
sary of Builders’ Hardware 
Terms,” etc. This issue is sent to 
every regular subscriber of Harp- 
WARE AGE and is easily the most 
useful volume, from any source, 
that is available to hardware buy- 
ers. Watch for your copy! You 
will find it invaluable throughout 
the year. 
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PULL 


advertising pulls 
customers into your 


rola.) and sells 


PUSH 


selling 
plans that 
move stock, 
have consum 
ers asking for 
SILEX! 

a The Silex Company, Dept. HA Hartford, Conn 

, Creators of the Glass Coffee Maker Industry 
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ALLING all tink- 
erers’ is the invitation from The 
Central Hardware Co., St. Louis, 
Mo., to visit their stores and lum- 
ber yards and buy the newest 
building, repairing and tinkering 
aid—“Tailored Lumber.” The in- 
vitation is issued by newspaper, 
radio and poster advertising. 

“Tailored Lumber” is one of 
those simple and logical things 
that when once introduced, every- 
one wonders why nobody thought 
of it before. In a city the size of 
St. Louis, where there are thou- 
sands of small homes in which the 
head of the house has little or no 
facilities for heavy carpentry work, 
but has many needs for small 
pieces of wood that fit his (or her) 
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exact requirements, this service is 
a veritable boon to mankind. 

The idea was born five years 
ago: the name was immediately 
registered, and the lumber sold 
under the plan is branded with a 
stamp for protection. 

The Central Hardware Co., op- 
erates three stores in St. Louis, and 
two lumber yards. There is no 
lumber yard at the downtown 
store, but there is an experienced 
lumber man there who takes or- 


Billboard advertising pla 
in stimulating 






Ary 
YAY: 
Yj Zi 


YY Y e 









ys an important part 


interest in this new service. 


ders. Lumber is delivered in com- 
pany trucks. 

If a buyer wishes to select his 
wood and watch it being sawed— 
which is usually the case—he is 
welcome to do so. He may select 
a plank and have a piece cut off to 
repair that broken chair at home 
or, if he feels capable, have all the 
lumber cut to rebuild the home. 
There’s no limit to the service or 
possibilities of “Tailored Lum- 
ber.” All the buyer must do is 


EDITOR’S NOTE: We asked D. L. Oxenhandler, general 
manager, Central Hardware Co., to explain how other hardware 
dealers might take advantage of this idea and develop new business. 
This is what he has to say: “The copyrights to the name ‘Tailored 
Lumber,’ as well as the advertising campaign which did much to 
put over the Tailored Lumber and Tinker idea, are the property 
of the Central Hardware Co. of St. Louis, Mo. The rights to use 
the “Tailored Lumber’ trade-mark may be secured at a reasonable 
cost from the company along with the advertising campaign.” 
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This trade-marked sales 
help and the service be- 
hind it have built extra 


business for The Central 


Hardware Co. of St. Louis 
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ments. We saw—you save! 





ORDER BY PHONE! 
EVergreen 2070 


FREE DELIVERY 
In St. Louis, 
Suburbs, 

E. St. Louis 


FREE PARKING 


At All Three Stores 











$3.25 Tennis Racquet 












Q ® proof gutt 
si tact 3 9Be 
AUTO ICE BOXES 
it $219 
iat S398 


All-metal! 





Heavily insulated. Has 
galvanized lining, hinged “lock- 
tight” covers ond’ removable handles, 


$1.35 HORSESHOES 


(@ 


Set of 4 
98° 
Unbreakable? 


size, regula- 
tion weight! 








New! Just What You’ve Been Looking For! 


LUMINOUS HOUSE NUMBER 


Visible Day and Night! 


$995 


Makes it easy for friends and 
te lecat 


At Night 


9102 


weather-proof, theft-proof and 
long-lasting. Attractive-look- 
ing, too! Has tu 

erals on . Visible 
at 300 feet, and easily read 
at 150 feet—day or night! 








CEILING LIGHT 
$419 


bot greater lighting 
efficiency. And the ceiling holder is 
white enameled! Real bargain! 














SAFETY EXTENSION SCREENS 


Patented Locking Device Prevents Tampering by Kiddies! 

18-In. High | 24-In. High , 28-In. High 
te Opens te mste _ 

33-In. Wide 37-in. Wide 


33-In. Wide 
39c | 49c | 69c 


And Many Other Sizes in Stock! 
You'll want several of these high- 
grade Adjustable Window icreens. 
Strongly made! Fitted with ' heavy 
14-MESH galvanized screen wire! 

















“Tailored Lumber” is quality Lumber cut to your measure- 
Any amount—a board for a 
fence —a shelf for a closet—or all the lumber for a 
complete house! Order by phone, if you wish! Free 
delivery in Saint Louis, suburbs, and East St. Louis. 


PUSH SCREWDRIVER 


With Built-in Spring Return! 


It’s the 5] i] 


Famous 
“Yankee” 
ng an 


S ¢ rew 
for the handy - 


river 

man. Adjust- 

able! Drives & 

draws screws! 

WOOD CHISELS 
Unbreakable Amber Handles! 


Choice of ‘/-Inch, 
%-lach or t-inch 





tool box now! 
HAND SAW 


~ 


ou 


Should #elt 
fer $1.59! 





ALUMINUM LEVEL 


Famed ‘Mayes’ 24-in $4 







6-glass aluminum 

vel! Favorite with 
craftemen everywhere. 
G d accurate! 





811 NORTH 61 ST. 











WELLSTON STORE AND KINGSHIGHWAY STORE OPEN THURSDAY AND SATURDAY NIGHTS 


CENTRAL HARDWARE CO.| 
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bring along som 


Not even money is necessary 
his credit is good. 
There is no dull season for 


“Tailored Lumber” as is shown by 
the way The Central Hardware Co. 
advertises it during all seasons of 
the year, and by the large variety 
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carried in stock at all times. This 
variety includes all the soft woods, 
several kinds of hardwood, wall- 
board, plaster board — everything 
the ordinary home-owner will need 
in the course of keeping his prop- 
erty in good repair. 
The other main 


of 


feature 





Newspaper advertise- 
ments keep “Tailored 
Lumber” service before 
readers. Some mention 
is made of it in al- 
most every ad run by 
the company. There is 
no seasonal limit on 
this material. 








“Tailored Lumber,” in addition to 
the convenience it offers, is its al- 
most complete elimination of 
waste. It is a natural thing for a 
carpenter to cut a plank to elimi- 
nate waste, but even he will have 
left-over ends that can’t be used 
for anything but kindling. The 
Central Hardware Co. has figured 
that out. They have a full-fledged 
hobby department where tinker- 
ing, in all its phases, is encouraged 


and here a ready sale is found for 
many of the small pieces. This 
hobby department, which is in 
charge of a manual training 
teacher, gives hints and some in- 
struction in wood-carving and in- 
cidentally accounts for the sale of 
much lumber, as well as hand and 
power equipment and other mate- 
rials with which tinkerers tinker. 

Being good merchandisers, Cen- 
tral Hardware has installed dis- 





Letters to the Editor 


Need Better Price Service from Wholesalers ; ul 


Epirror, Harpware AGE: 

The day is here when it is a con- 
clusion that hardware jobbers must 
have a better price service for the 
dealer. The shopper of today is 
more keen minded than ever, and 
when he or she decides to buy or 
give an order it is now. The cus- 
tomer has competition prices already 
in mind and when a dealer quotes 
a price “unless the wholesale sales- 
man is present” he makes it blindly 
as he sort of gambles the price is 
O. K. 

Simmons Hardware Company had 
the best system ever developed and 
we cannot see why other jobbers do 
not have something like this. Most 
of the keen price problems are on 
plumbing, heating, electrical goods 
and furniture. Mail order concerns 
change their prices all the time, also 
come out with new models, etc., 
which they are quick to show. The 
hardware business is about from 
three to six months behind the mail 
order houses to show new styles and 
changes to the dealer. 

For example, when a _ factory 
comes out with a new kitchen sink, 
the jobber places a new sheet to his 
salesman’s catalog and if the sales- 
man thinks to show the dealer O.K. 
but if he does not, the dealer finds 
about the new sink in a mail order 
ad in the paper. This slow method 
of showing the dealer by the jobber 
is too slow for the dealer to get 
the cream of any new business. Un- 
der the loose-leaf price and _ illus- 
tration system this article would be 
paged, a sheet or sheets mailed the 
dealer and he would be up to date 
with price and style at once. 

The big chain systems and depart- 
ment stores are eager for new goods 
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and styles, hence they grab a new 
article, advertise it, clean up by get- 
ting the volume of sales and what 
the hardware man gets is the sale 
after this has happened. The writer 
has glanced through jobbers’ catalogs 
and has said to the salesman, “What 
is this I see new?” and the salesman 
would say, “Oh, I forgot to show you 
this new item. If a new catalog 
sheet was issued to the dealer he 
would know in time to clean up on 
a few sales at least. 

Any live wire hardware dealer 
wants this kind of service and is 
willing to pay for it. He does not 
want it for nothing. Today with so 
many articles changing prices the 
price service is needed more every 
day. 

A good many jobber salesmen do 


plays of paint, tools, nails and 
all the other accessories in the 
“Tailored Lumber” departments 
and, according to D. L. Oxenhan- 
dler, general manager, lumber 
sales have increased the sale of re- 
lated items in no small proportion. 
In this way, The Central Hardware 
Company has taken advantage of 
a modern trend in buying and dis- 
tribution—the trend to packaging, 
and the elimination of waste. 


u 


— 


"es 


not want this because they think it 
is in time going to force them off of 
the road, but if it is the modern way 
to do business then this change is 
bound to take place regardless. 

Whenever modern ways, or we will 
say better ways, come along to do 
business then we must follow that 
way. If one does not, the public will 
not follow you, but the fellow who is 
up to date. 

There are some purchasing agents 
of jobbers who are not keeping up 
to date and that retards progress for 
the dealer. 

What do some of the other hard- 
ware men in the field think of the 
trend of the hardware business? 

E. B. KENNETT, 
Dibble Hardware Company, 
Rising Sun, Ind. 





Re: The 


Eprror, HarpwWARE AGE:— 


Have been reading your editorials 
on the menace to dealers and job- 
bers of the cooperative leagues. 

It would appear to me the dealers 
and jobbers would do well to con- 
sider forming a union among them- 
selves and use the strike method 
against manufacturers who sell the 
chain stores, mail order houses and 
cooperatives. 

We are being sniped at from every 
corner, with government encourage- 
ment, and it is time we form some 
factual form of defense. 

When Mrs. Roosevelt says “the 
cooperatives have a great field in the 
future,” I wonder what she thinks 
will become of the one million eight 
hundred thousand independents with 


Co-ops 


6,000,000 employees and owners, 
when the cooperatives, mail order 
houses and chain stores have com- 
pletely monopolized the field of dis- 
tribution. 

Possibly she is one of those who 
still think we are the glorified magi- 
cian, who can pay more money for 
less work and at the same time sell 
his merchandise for lower prices. 

I recently heard a new definition 
of capital punishment. A teacher 
asks a pupil to define it. His reply 
was “when the government sets up 
business in competition with you, 
and then takes all your profits with 
taxes in order to make up its loss.” 

W. A. CuiFton, 
Clifton Hardware Co. 
Eufaula, Ala. 
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H.W.T. Purnell keeps at it 
continually and sells 100 
a year in Georgetown, Del. 
with a population of 1900 


>... "round dis- 


plays, newspaper advertising di- 
rect mail advertising and the use 
of an “ordinary,” or old time, 
high-wheeled bicycle, are, factors 
that help sell 100 bicycles a year 
for the H. W. T. Purnell hardware 
store. Located in Georgetown, 
Del., a town of 1900, the store 
stocks bicycles priced up to $39.95 
with the best selling units priced 
at $29.00. Three lines are sold— 
50 per cent of them for cash and 
the rest to people having open ac- 
counts. 

Commenting upon bicycles and 


One Bicycle for Every 19 
Persons in Town 


Toby Jones, one 
of the _ store’s 
salesmen, rides 
this old timer 
around town to 
call attention 
to the bicycle 
department. 


store traffic, H. W. T. Purnell 
states, “We have from 250 to 300 
actual sales in the store each day, 
including cash and open account 
transactions. These people see 
bicycles on display and they are 
about the first things that they do 
see. At the present time we sell 
two women’s or girl’s bicycles to 
one for men and boys. From time 
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to time we have someone from the 


store ride the ‘ordinary’ around 
the town for the purpose of arous- 
ing interest and attracting atten- 
tion to the store and the depart- 
ment.” 

Mr. ,Purnell purchased _ the 
“ordinary” as an antique and then 
decided to make use of it for its 
advertising and attention-attract- 
ing value. His son, John T. Pur- 
nell, pedals the * high - wheeler 
around town at times and on other 
occasions it is ridden by Toby 
Jones, a store salesman. No ad- 
vertising is carried by either the 
machine or its rider. Local peo- 
ple always associate the bike with 
Purnell’s and many strangers in- 
quire about it to the store’s benefit. 

Purnell’s displays bicycles the 
year ‘round on a ledge near the 

(Continued on page 72) 


Purnell’s displays bicycles in 
this fashion the year ’round. The 
permanent scenic niches add to 
the color of the entire display. 
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Here’s What's Happening— 


E know you'll all be inter- 

ested in learning that pretty 
nearly 800 retail hardware store 
employees have registered for 
membership in the Club and that 
it’s growing larger every day. And 
every one that’s registering is 
showing keen interest in exchang- 
ing ideas on different subjects, by 
suggesting subjects on which 
they'd like to have information or 
by submitting ideas which they 
have seen work out successfully in 
their own stores. 

The members are showing a lot 
of serious interest, and if anyone 
has any doubts on the subject a 
glance at the number of questions 
and subjects for discussion which 
have been submitted would set him 
right in a minute. Three out of 
every five registering for member- 
ship have listed subjects on which 
they'd like additional information 
or have asked questions which they 
thought were worthy of discussion 
on the Club pages. 

Putting it briefly, this material 
reveals an abundance of the most 
timely data on what the employ- 
ees in the retail hardware stores 
are thinking and what they want 
to know in order to be more valu- 
able to their employers and to 
progress in the industry. 

It’s an interesting and decidedly 
reassuring thing to know that the 
members were principally inter- 
ested in administration problems. 
Over 26 per cent of the questions 
received dealt with subjects relat- 
ing to the operation of a retail 

hardware store such 
as pricing merchan- 
‘ dise, credit policies, 
ordering goods, 
keeping the store 
clean, departmental- 


ization employees’ uniforms, ete. 
And all of this reveals a serious 
interest in the future welfare of 
the retail hardware business. 
Personnel subjects such as sales- 
manship, store meetings, how to 


handle different types of custom- 
ers, and the overcoming of cus. 
tomers’ objections, as well as gen- 
eral subjects such as competition, 
legislation, trade problems, meth- 
ods of distribution, manufacturers’ 
sales policies, etc., accounted for 
21 per cent of the questions sub- 
mitted. 





JULY IDEA CONTEST 


HERES THE QUESTION FoR THIS MontTH 


“I’ve been in the hardware busi- 


ness one year. 


What can I do 


to become a more experienced 

hardware salesman and improve 
» my position?” 

Submitted by Member Hyman Eisen, Arlington 


Hdwe., Arlington, Va., who has received a check 
for $1.00 for the use of his question. 


What’s your Idea? What would you suggest? What have 
you done that would help a person in this position? 


WIN EXTRA MONEY—SEND IN YOUR IDEAS! 


Harpware Ace will pay $5.00 to the member submitting the best 
answer to this question; $3.00 will be paid for the second best answer; 


$2.00 will be paid for, the third. 


$1.00 each will be paid for all other 


ideas published even-though these do not win one of the three major 


prizes. 


Entries must be received not later than JULY 28th. Winners will 
be announced on the Retau. Saces Inea Crus pages of the August 21st 
issue of Harpware Ace. In case of ties, duplicate prizes will be awarded. 
Decisions of the editors will be final and all material submitted becomes 


the property of Harpware ACE. 


FIVE SIMPLE CONTEST RULES 


1. Just write your ideas and/or answer to 
this question, preferably on,a penny postal 
ecard (letters may be submitted) and mail to 
Harpware Ace Retail Sales. Idea Club, 100 
E. 42nd St., New York, N. Y. More than 
one entry may be submitted, in which case 
use separate postal card for each. 

2. Write your own name and address on 
the card (or letter), as wellgas the name of 
your company. 

3.°Be sure to write the name of this con- 
test—‘‘JULY IDEA CONTRST’’—on the card 
(or letter). 

4. Only individuals who have registered 
for membership in the Harpware Ace Retail 


Sales Idea Club are eligible to-participate in 
this contest. If you are not a member, you 
can become one by simply filling in the regis- 
tration form at the bottom of the next page 
and mailing it to the Club. There is no cost 
for membership. 

5. Answers to questions will be judged 
solely on the value of the idea or suggestions 
presented. Be brief and to the point. Pen- 
manship, form, or method of expression are 
not factors of the contest. Answers type- 
written on postal cards will be appreciated 
but are not required. However, if answers 
are submitted in another form this will not 
influence the decision of the judges in any 
way. 
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More than 13 per cent of the 
questions had to do with the mer- 
chandising of individual lines in 
the store. Approximately 10 per 
cent were on display problems, 
window and interior arrange- 
ments. Sales promotion questions, 
such as advertising, promoting 
store traffic, cuts and illustrations, 
etc., accounted for 6 per cent of 
the total, with a little more than 3 


per cent pertaining to store ar- 
rangement problems. 

All in all, this material definite- 
ly represents a lot of intelligent 
and serious thinking on the part 
of members of the Club. Every 
subject will be covered in the 
course of time and the exchange 
of ideas of members should be 
most enlightening to the entire 
hardware industry. 





For each of these IDEAS $1.00 was paid 


IDEA Sells Mouse Traps 





“Mouse traps are seldom called 
for in our store. So last month 
we featured this item by showing 
a large mass display near the cash 
register. As a result we sold three 
big shipments.” 


Ricuarp A. Harris, 
Chas. T. Gay Co., Inc. 
Lake Charles, La. 


* * * 
Window Display IDEA 
Stops ’Em 
“We made capital of most peo- 
ple’s interest in implements of 
war by creating a window display 
featuring a model army camp. 


Copy this form on a penny 
post card if more than one 
form is necessary. 


This camp contained equipment of 
the modern army all of which was 
constructed from items or com- 
binations of items sold in the hard- 
ware store. This display stopped 
and caused considerable favorable 
comment.” 


G. M. JASMIN, 
The Lindquist Hardware Co., 
Bridgeport, Conn. 

(Turn to page 22 for the display and 
complete details of how this window 
was developed.) 

* * * 


IDEA Increases Rope 
Sales 





“Braiding the ends of rope for 
the customer so they will not un- 





ravel pays big divi- 
dends and costs us 
nothing. When sales 
of halter ropes, 
ropes for the kid- 
dies’ sleds, jumping 
ropes, ropes for wire stretchers 
and trip ropes are made we braid 
the ends immediately. Farmers 
and the kids appreciate this extra 
service and we believe a great 
many come to our store for rope 
because of this added feature.” 
W. C. TimMERMAN, 
Timmerman & Welzin, 


Canistota, S D. 
ke << 


Here’s An Answer! 


FRANK GOLDBERG, 
Carne Bros., Inc., 


New York, N. Y. 

Asks: Should merchandise be 
priced and advanced to current 
costs or sold on basis of lower cost? 

Answer: The wise hardware 
dealer today will adjust his retail 
prices on merchandise to current 
market costs as soon as this infor- 
mation is known to him. Dealers 
seldom change actual cost prices 
on the merchandise unless price 
books are used and then the 
change is usually made only when 
new goods are purchased and in- 
voice received. Serious working 
capital shortages result in the busi- 
ness where a dealer does not fol- 
low such a policy. Under such 
conditions part of the margin on 
the current sale must be used to 
purchase replacements at the high- 
er cost price. 


YOU PAY NOTHING 
Any Retail Hardware Employee May Take Part 


Just Register—Paste Coupon on Penny Postal Card—Mail Today 


: Sales 
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REGISTRATION FORM 


URS RS 
FORM T0 
REGISTER 


HARDWARE AGE 
Retail Sales Idea Club, 
100 E. 42nd Street, New York, N. Y. 


| hereby register for membership in the Hardware Age Retail Sales Idea 
Club. | am a reader of Hardware Age and would like to take part in the activ- 


ities of this club, as often as | can. 
























Name 
Firm St. 
City State 


| am submitting the following question or subject as worthy material for dis- 


cussion by this organization. 





















L. light, bright, and 


modern. That’s why people flock 
to the Rex Hardware, a new store 
recently opened in one of the resi- 
dential sections of Baltimore, Md. 

“Women particularly like the 
store and our traffic, at the present 
time, consists of more than 75 per 
cent women shoppers,” says Char- 
les R. Read, manager. “The major 
portion of our merchandise is of 
interest to women and additions 
are being made to our stock every 
day. A large number of the items 
appeal to men and demands for 
this type of merchandise are also 
increasing.” 

The store is exceptionally well 
lighted. In the daytime, two large 
skylights, located approximately 
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Light, Bright an 


That’s why women like the new 
store of the Rex Hardware and 
why they constitute over 75 
per cent of the firm’s patrons 


in the center of the store, let in 
large quantities of sunshine. In 
addition to this, more daylight 
than usual comes in at the front, 
due to the fact that no back- 
grounds are used in the windows. 

Artificial illumination is also 
well planned. A modern semi- 
direct enclosed lighting fixture is 
used and two rows of fixtures run 


the length of the building. These 
units are set fairly close together 
in order to assure an even distribu- 
tion of light. 

“We believe in using light to 
advertise our store,” says Mr. 
Read. “For example, at night we 
focus spotlights on some of the 
sidewall fixtures and table displays 
near the front of the store. The 


' er 
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Paint is probably the most important line in the store at the present 
time so a major portion of this sidewall is devoted to displaying it. 
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Modern 


tables usually show seasonal mer- 
chandise so this is of interest to 
people passing the store in the 
evening. The night shoppers also 
can see more of our store when 
we play it up in this manner. Spot- 
lights are mounted on the ceiling 
and are simply lamps with spot re- 
ilectors built into them. They are 
easily directed wherever we need 
the light.” 

Another rather unusual feature 
of this modern store is the sound- 
absorbing ceiling. This material 
minimizes the harsh noises that 
sometimes occur and makes for 
more pleasant shopping.  Cus- 
tomers’ interest is not distracted as 
easily by conversations in other 
places in the store, all of which is 
a great help in selling. 












Much of the available display space is used in showing housewares. 
A round-end header table helps deflect traffic to the side aisles. 


Color schemes for walls and fix- 
tures add much to the beauty, 
brightness and interest of the store. 
Ceilings and walls are painted a 
buff shade and are trimmed with 
a dark brown. The fixtures are 
finished in antique oak and 


trimmed with a bright green. Nat- 
ural color of the floors is pre- 
served by first sanding the wood, 
then applying a coat of shellac and 
finally covering with protective 
coats of wax. 

“Paint is probably the most 
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Skylights in the center flood the store with daylight and draw traffic to 
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the rear. Bulky seasonal lines are on the platform between center aisles. 











Tools and hardware departments come first along this sidewall and 
wheeled goods are carefully arranged on the tops of these fixtures. 


popular line in the store at the 
present,” says Mr. Read. “The 
major portion of the sidewall 
along the left side of the store is 
used to show this line. Tools and 
builders’ hardware fixtures come 
first along this wall to be followed 
by the paint equipment. Ledge 
displays along all of these fixtures 
enable us to show the more popu- 
lar selling items in these depart- 
ments where prospective buyers 
may see them.” 

Much of the available display 
space in the store is given over to 
the showing of housewares. 
Kitchenwares of various types are 
arranged in the fixtures along the 
right sidewall and many of the 
tables on ihe floor present other 
items from this department. Table 
displays are changed quite often 
to make the store more interesting 
to customers. 

Seasonal displays of bulky goods 
are developed on platforms run- 
ning the length of the floor in the 
center of the room. These plat- 
forms are between the two main 
center aisles that lead directly to 
the wrapping counter at the rear 
Mr. Read has no 


trouble in getting customers 


of the store. 


throughout the length and breadth 
of the store. Well planned aisles 
and good lighting do this for him. 

Aisles in front of the sidewall 
fixtures are wider than the center 
aisles. Also round end display 
tables are used as the header table 
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on each of the batteries. This ar- 
rangement tends to force traffic to 
the sidewalls. 


Mr. Read has also found that 
extra sales result by placing the 
cutlery case on one side of the 
wrapping table and a tool island 
table on the other. Most of the 
firm’s customers follow the sales- 
man to the wrapping counter to 
wait for their packages and 
change. 

The space devoted to the retail 
hardware store is 32 by 65 ft. in 
size. Part of the room is used for 
unpacking and receiving of goods 
but this is separated from the store 
proper by a partition the same 
height as the fixtures across the 
rear of the store. This division is 
so constructed that merchandise 
can be shown along the top. 

This company is owned and op- 
erated by McArdle & Walsh, Inc., 
a well known heating and plumb- 
ing concern which originally used 
this floor, but which now occupies 
the basement of the building. 


Display Shows Model Aves Camp 


M. JASMIN, of The Lind- 
(5. quist Hardware Co., Bridge- 
port. Conn., member of the Harp- 
ware Ace Retail Sales Idea Club, 
used a wide variety of hardware to 
create this display of a miniature 
army camp and modern implements 
of war, things very much in the 
minds of the public today. 

The following items sold by hard- 
ware stores were used to create dif- 
ferent camp units: Tanks—gas fur- 
naces, V pulleys and belts; Small 
guns—sprinkler heads and hose noz- 
zles; Large guns—drills and clothes 
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line pulleys; Anti-aircraft guns 
large machine bolts and hex nuts; 
Soldiers—2'%4-in. brass machine 
screws, wing nuts, and cap nuts; 
Airplanes—lawn sprinklers, hose 
nozzles and wire brushes; Tents—6 
by 6-in. butts with prime coat; Han- 
gar—gallon can; Cannon balls— 
steel balls; Anti-aizcraft shells— 
spring window bolts; Army truck— 
India bench stones and friction door 
holders; Machine guns — friction 
tape stove bolts and friction door 
holders. Bombs in the rear were 
loaned by a local manufacturer. 


on 


G. M. Jasmin, of the Lindquist Hardware Co. constructed this 
realistic military encampment entirely from hardware items. 


HARDWARE AGE 





5 


Beste anit 


4 


MIO 


SHI 


NORRIE Se commen 


» 
a 
me 
at | 





PE: 


SAREE 


. SAS 















JULY 10, 1941 


Model planes of 
many sizes and 
designs soared 
in the window 
during the 1941 
winter contest. 
Kits and _ sup- 
plies were fea- 
tured in a wide 
range of prices. 


Model Planes 
Help Build Year 
Round Traffic 


This department enjoys from 
our to five annual turnovers 
and builds a lot of good will 
for theCarlson HardwareCo. 

















FE. R or five turn- 


overs are enjoyed each year by 
the model airplane department 
conducted by Carlson Hardware 
Co., 3113-19 Penn Ave., Nortir, 
Minneapolis, Minn. The depart- 
ment has a basic stock valued at 
about $200.00. It is located in 
the back of the store and is neat, 
compact and well* stocked with 
items of interest to both young and 
adult enthusiasts. The best thing 
of all about the department, in 
the words of Douglas A. Carlson, 
manager, is that, “Although this 
business has its peaks, it is a year 
round business.” 

At the end of the winters of 
1940 and the current year, the 
store conducted model _ plane 
building contests under terms sug- 
gested by the manufacturer of its 
chief line of kits. Of these con- 
tests Mr. Carlson says. “A number 
of youngsters came to the store 
for the first time, during the 1940 
contest, some of them coming from 
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Model plane and other model kits are in this section throughout 
the year and even gasoline engines are featured in this compact 
set-up which makes good use of manufacturers’ display material. 


several miles away. From one fam- 
ily we obtained considerable busi- 
ness as the result of the youngster 
entering the contest. The family 
bought fertilizer, a lawn mower 
and a number of other items.” 
The contest conducted by the 
Carlson store was open to any boy 
or girl with the purchase of any 


This 


, pe Glick Hardware Co. of Mor- 
ristown, N. J., uses a step-up, 
pyramid fixture for the purpose of 
displaying its entire line of alumi- 
num cooking utensils. This display 
unit is approximately 7 ft. square at 
the base and 3 ft. at the top. It is 
4 ft. in height and has four shelves 
on each side. The fixture is finished 
in a pale green flat paint and is re- 
painted whenever it becomes neces- 
sary. 

This display is located almost in 
the center of the store with main 
traffic aisles on all sides. It is the 
type of fixture that encourages the 
customers to buy more, due lergely 
to the fact that they are confronted 
with many desirable items which 
are easy to see and examine. Indi- 
vidual items are priced with tags or 
stickers and this also facilitates sell- 
ing to a decided degree. 
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plane kit of the sponsoring manu- 
facturer’s make. Models were 
judged on general neatness and 
workmanship and did not have to 
be flying models. Further provi- 
sion was made that extra trim- 
mings, not included in kits, could 
be added if desired. Although en- 
trants were permitted to enter as 


many models as they wished, they 
were eligible for but one award. 

Kits, mostly of model planes 
but including miniature racing 
cars as well, are displayed in 
shelves placed in front of the cash 
register. People usually will fol- 
low the salesperson to the cash 
register when change is _ being 
made, and so most people entering 
the store are aware of the varied 
kit and supply stock carried by 
the store. 

Model plane kits are offered in 
a wide range of prices, starting at 
5 cents and going as high as $5.95 
for a gas engine model. Gas en- 
gines are offered at $4.95 to $9.95. 
Parts for gas engines, including 
timers, spark plugs, coils and con- 
densers, are regularly stocked. 
While complete kits are featured 
there is always call for extra pro- 
pellors, rubber-tired wheels, col- 
ored and clear wing dope, glue, 
etc. Types of airplanes publicized 
in newspaper and radio accounts 
of the European war are in par- 
ticular demand. 

As a good will builder the store 
contributes to the activities of the 
Minneapolis Aero Club, providing 
both cash donations and merchan- 
dise. In return for this participa- 
tion the store gets advertising on 
the screen of a local theatre and 
space in the club’s printed pro- 
erams. 


Fixture Shows Entire Line 





Merchandise shown on this fixture may be seen by customers 
from any of the aisles leading to it. It helvs sell more goods. 
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A REMODELING 


program, that opened up sidewall 
alcoves and made the gift shop 
more accessible to traffic from the 
store proper, caused sales in that 
section to increase 50 per cent at 
the Korber Hardware Co., Albu- 
querque, N. M. Mrs. Edna Hughes, 
buyer for the department, is the 
authority for this statement. 

Sidewall shelves and many other 
fixtures in this department were 
made over and brought up to date. 
As a result of these changes, much 
more merchandise could be shown 
and mote attractive displays de- 
veloped. All of this did much to 
increase the interest of customers 
in the gift shop. 

“We can now make excellent use 
of pyramid and flat top tables, as 
well as tables with step-up units on 
them,” says Mrs. Hughes. “With 


this equipment displays can be 
varied so they are always interest- 
ing to customers. 


Aisles are now 
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. open 
Alcoves along the me gird “modernize 
- tures an isits to a 
Seeopine yon and encourage visits 

sho 


much wider. This makes shopping 
so much easier and encourages 
prospective buyers to visit all parts 
of the department.” 

Women delight in 
browsing around in various sec- 
tions of the shop. Merchandise 
displays are neat and clean at all 
times and the room is well lighted, 
bright and pleasant. All of these 
things serve to influence the 
shopper while in the store. 

Along with the physical changes 
in the department came adjust- 
ments in display space for various 
lines. For example, all patterns of 
dinnerware were formerly on dis- 


seem to 


ed up and m . 
d and aisles Ww! 







ade more accessible, 
dened to make 


ll parts of the department. 


play. Now only the more popular 
designs are shown continuously. 
In this way space was made avail- 
able for the showing of other mer- 
chandise, space was used more 
economically and it was made 
more productive. Several times a 
year the dinnerware section is ex- 
panded in order to permit the 
showing of all patterns. 

“As a matter of fact, the present 
dinnerware display is selling more 
merchandise than before,” says 
Mrs. Hughes. “We also feature 
this line and others in what we call 
table settings. A table set up in 


(Continued on page 61) 


Up-to-the-minute arrangement 
made the Korber Hardware Co.’s 
gift shop more accessible and 


sales increased 50 per cent 
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By KENNETH A. HEALE 
Associate Editor 
of Hardware Age 





Moonen kitchens . 


for new homes and kitchen mod- : 
ernization projects for old resi- i 
dences provide an annual market 
for millions of dollars’ worth of 


appliances, floor coverings, paint, i 
lighting equipment, wiring equip- 5 
5 5 5 

ment, cabinets, tables. chairs and ii 


an infinite number of small items. 
Whether the kitchen is to be all- 
electric or is to have gas, oil, coal 
or gasoline-operated equipment, 
the sale of a complete outfit will 
run from several hundred dollars 
to more than $1000, depending on 
the completeness of the project 
and the selection of appliances, 
sinks, cabinets, floor and wall cov- 
ering and lighting and _ wiring 
equipment. 

As the hardware store sells prac- 
tically all of the items needed to 
create a modern kitchen, it is in 
the happy position of being able 
to really go after more of this 


Be LN 


Oy SR. AR, SS 


modernization business. To sell 

the complete kitchen, the dealer 

must sell the idea of convenience, 
comfort and labor saving. He 
should emphasize the fact that the 
modern kitchen is planned like a 
modern manufacturing plant, with 

raw materials coming in at one 

end and going out in the form 

of a finished product at the other. 

He must point out that such things : 
as color schemes and adequate 

and proper lighting are all es- 
sential in making it an efficient, - 
pleasant labor-saving room. 

Tell your prospect the story of 
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e | the Modern Kitchen Idea 


“The hardware store sells practically 


Rg 

















all of the items needed to create a 


modern kitchen and is in a position 


. . ° 4M 
to go after modernization business 


the “work centers” and of the need 
of having them in their proper re- 
lation to one another as a time- 
and labor-saving idea. These three 
centers are—(1) refrigerator and 
preparation center for storing 
foods, utensils and equipment 
needed in the preparation of 
meals; (2) sink and dishwasher 
center in which foods, dishes and 
utensils are cleaned; (3) the 
range and serving center where 
foods are cooked and prepared 
for serving. 

Properly arranged, the three 
work centers provide modern, 
straight-line production methods 
for even the most modest home. 





“Kitchen planning service 
is invaluable for the sale 
of complete installations.” 


Such an arrangement minimizes 
nerve-wearing, foot-tiring and 
other fatiguing conditions that 
can cause mental nervous and 
physical disturbances. The basic 
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types of kitchen layouts, designed 
to provide the proper setup for 
all types of kitchens are outlined 
on page 28 as summarized by 
The Modern Kitchen Bureau. In 
addition to the three regular 
work centers for all kitchens 
there are, according to the bureau, 
three supplementary centers 
kitchen planning (including the 
housewife’s desk or table for plan- 
ning menus, etc.); utility storage 
center (providing for storage of 
brooms, vacuum cleaner, etc.) 
and the breakfast space (located 
so as not to interfere with regular 
kitchen work). 


Planning Service 


To help the dealer properly 
plan kitchens, planning service of 
one type or another is offered by 
manufacturers of appliances, cabi- 
nets, sinks and other lines handled 
by hardware stores. Some manu- 
facturers will actually plan kitch- 
ens for a _ dealer's prospects, 
whereas others provide materials 
to assist the dealer in carrying out 
such operations. A booklet, “The 
Principles of Modern Kitchen 
Planning,” is available from The 
Modern Kitchen Bureau, 420 Lex- 
ington Ave., New York City, at 
25 cents a copy. This booklet out- 
lines the principles of arrange- 
ment, data as to estimating costs, 
requirements, etc., and is published 
as “an aid to architects, builders 
and others concerned with kitchen 
planning.” 





Here’s How to Sell ’Em! 


1—Sell the model kitchen idea 
first. 


It is just about as easy to sell 
an entire kitchen as it is to sell 
individual units, according to a 
Mississippi hardware dealer. He 
says, “The important thing is to 
sell the modern kitchen idea and 
follow it through.” Tell the pros- 
pect about the different basic 
types of kitchen layouts, in terms 
of straight-line production. And 
have a model kitchen in your 
store, if you can possibly give it 
the room. Whether or not you 
sell many complete installations, 
it will help greatly in selling in- 
dividual appliances. 


2—Separate the department 
from the rest of the store. 

That’s the advice of a Michi- 
gan hardware dealer. He states, 
“In our appliance display room 
prospects are able to concentrate 
on the sales talk of the salesmen. 
Interruptions common to the main 
store have been almost entirely 
eliminated.” 
3—Provide kitchen planning 
service. 

Offer kitchen planning service. 
Such service is invaluable for the 
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sale of complete installations, dish-washer, range and sink are to show the prospect items which 
whether plans are made by your _ in running order all of the time.” _are not in stock. 
own staff or representatives of 


manufacturers or utility com- 6—Quote the price of the com- 7—Show a set-up priced for 


panies. Some stores offer sketches plete set-up. your trade. 

of the kitchens as they will look Instead of quoting prices on in- A hardware dealer whose sales 
upon completion, with coloring to dividual items, the staff of an east- are primarily to people with 
show the floor covering. curtains, ©™ hardware store tells the cost modest incomes would be wise to 


g, 
colored hardware, etc. Clearly ex- 
plain the work center idea as a 
labor saver. 


refrain from having only top price 
units in his model display set-up. 
By the same token, if he caters 
primarily to well-to-do families, it 
would be advantageous to show 


4—Offer several plans. ; , ; 
higher quality, better grade units. 





Several plans are submitted to 
each prospect for a modern 
kitchen by a Massachusetts hard- 
ware firm. Says a salesman, “We 
give a lump price of the entire 


8—Use miniature models to 
show the theory of the modern 
kitchen. 


Some appliance and kitchen 





suggested set-up. Then if the price cabinet makers offer miniature 
is considered too high we will  «Oyr model kitchen...isacom- models for use in explaining the 
suggest lower-priced units. Upon plete working a . .. The —. layout of a kitchen to a prospect. 
. ‘ y lj > > > gene ’ r r - . n an ° . a. ie 
—— ‘ape 8 a sth ema pe ag ‘is somien order all of With such kits, it is easy to show 
g . the time!” a prospect the various kitchen 
7 : set-ups which may be created for 
5—Have your model kitchen her home, considering the loca- 
operating. of the entire set-up. “We find tion of windows and doors and 
“Our model kitchen, planned by = quotations on individual items _ the size and shape of the kitchen. 
a kitchen wall cabinet manufac- tend to scare the prospect,” says 


turer, is a complete working unit this dealer. “When the price seems 9—Offer complete furnishing 
intended to look as much like a too high it is easy to show the service. 


real kitchen in a real home as prospect cabinets, refrigerators, The kitchen planning service of 

= TF eee . . . . . . . 
possible,” says a dealer near Pitts- ranges, sinks, etc., in lower price a California hardware store is 
burgh, Pa. “The refrigerator, brackets.” Catalogs can be used supplemented with a kitchen fur- 





The Six Fundamental 





































































































2 (}| 3036 | 2730w 
3 | L Numbers shown in these diagrams 
= 2a st 308 WES used by practically all makers 
3 ; L , 
Pad, Ee ENTRY 2. (left) The L-shaped kitchen is effective and 
3 2 acceptable. It employs the angle of two inter- 
He r secting walls. In it, food progresses in logical 
2 Olu order during preparation—from the refrigerator at 
as 4 the entry where it is delivered, to the range at 
3 & the dining room door. This plan provides a corner 
= DINING for the placing of a breakfast table and some chairs, 
4 er . [= or for the kitchen planning center. 
comnen a CORN ER_ 
caginer ] Es 
wr —J | 1. (left) The Unbroken U-shape is considered 
=] LL osewasnen S| the ideal arrangement. The sink is placed beneath 
) iS e 35 | a window at the bottom of the U. The refrigerator 
cm r ° 3 is placed along the side wall, nearest the door L ENTRY 1 
5 O by ™ | through which food is brought in. The range is ¥ ® 7 " ] 
a |Olu Pa S located along the side wall nearest the dining room 2 x é 2 | 
>] WY > o | entrance. All the .tems are connected as a “pro- sh Fy 5 | 
" hy, Pe r duction line” by cabinets and work counters. 2 + . 
pated S| | iy 
3. (right) The two-wall kitchen is the only prac- $ 7 ” | 
ticable arrangement in some cases—especially long, 2 “ 
narrow rooms with doors at both ends. Equipment | |C) ¢ [ | I 
is placed along varallel walls. With this arrange- 21Olu Pi 
ment it is more difficult to provide for the auxiliary [7] 3} [sy 
centers and breakfast space. Its efficiency is based 9 © : 3 
upon a “work and turn-around” basis, there being “ Dining 8 x 
a minimum of distance between each side. T room fT 
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nishing service. The store will 
paint furniture, make curtains and 
cushions for stools or chairs. In 
addition, it will design and con- 
struct accessories to match and 
even put up shelf edgings. Oil 
cloth and linoleum-laying service 
is also available. 


10—Show a model kitchen in a 
window. 

A New York City hardware 
store, with insufficient display 
room space for a complete m@del 
kitchen, devotes a show window to 
a model kitchen from time to 
time. Says a member of the firm, 
“Our windows featuring model 
kitchen set-ups have boosted sales 
of plumbing equipment, kitchen 
tables, refrigerators, ranges and 
wall utility cabinets.” One of these 
window displays, which was kept 
intact for more than’a month, was 
instrumental in selling five instal- 
lations. The equipment shown had 
a total retail value of $400.00. 
Each of the installations sold was 
priced at either the same level or 
above. 


11—Hold cooking demonstra- 
tions in your store. 


An eastern hardware store has 
cooking schools in its -store, on 


an average of twice a year, and 
has a utility company home econo- 
mist demonstrating various major 
and table appliances. Approxi- 
mately 115 people can be accom- 
modated at each demonstration. 
Says the dealer, “The appliance 
showroom and its display window 





“With such kits it is easy to 
show a prospect.the various 
kitchen set-ups which may be 
created for her own home.” 


are cleared of merchandise and 
display materials so that people 
in the street can see the crowd. 
During demonstrations people are 
encouraged to enter and leave the 
appliance show room through the 
hardware departmeht. Thus most 
visitors also see the hardware dis- 
plays in the adjoining store.” 





12—Have a colorful model 


kitchen. 

An Indiana hardware store has 
a very colorful model kitchen. 
Chrome and red hardware are 
used. The cabinet interior is 
canary yellow with red shelving. 
Table top backs are red and the 
linoleum is in black, red and 
cream. The ceiling is painted 
blue. Fluorescent lighting adds to 
the bright appearance of the en- 
tire set-up. 


13—Give the kitchen the femi- 
nine touch. 


Even though some items shown 
in your model kitchen may not 
be on sale in your store, the femi- 
nine touch really stops the ladies. 
A Pennsylvania dealer has a win- 
dow, with genuine glass, in his 
model kitchen, and attractive but 
inexpensive curtains. He also has 
a well-painted “landscape” show- 
ing through the window. This 
idea can be elaborated on by hav- 
ing several “landscapes” for dif- 
ferent seasons. One could be 
typical of summer, another of 
autumn and one suggesting the 
spring. A bleak winter “land- 
scape” would hardly be appro- 
priate at any time of the year, 





Kitchen Arrangements 


represent identification numbers 
of standard sizes of cabinets. 
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5. (right) The broken-L arrangement is closely 
related to the broken-U, and again is often the 
answer in an already-built kitchen. It, too, permits 
a gap in the continuous sequence of equipment, and 
allows considerable space for secondary centers 
or breakfast space. Here again, with the dish- 
washer-sink right next to the dining room entry, 
steps are saved bringing dishes from the table. 


6. 
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4. (left) The broken-U kitchen is often used in 
remodeling when the kitchen is already built. It 
permits a gap in the continuous sequence of equip- 
ment—for a door or structural obstacle, and avoids 
the necessity of structural changes. There is the 
possibility here of squeezing in one or more sec- 
The arrangement shown has the 
advantage of the dishwasher-sink being near the 
dining room. 


individual arrangement. This 
method also takes care of existing kitchens—where 
the wall space is so interrupted that the only 
possible way to plan work centers is to isolate each 
one. Here, too, there is space for secondary cen- 
ters, and it will be seen that there is a maximum 
of efficiency under the circumstances. Food prep- 
aration progresses in logical order. 
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since the intention is to create a 
feeling of cheerfulness. 


14—Parade your kitchen. 


An Illinois dealer having a com- 
plete model kitchen uses a float 
carrying part of it in local pa- 
rades. 


15—Exhibit at county fairs. 
The dealer who exhibits at 
county fairs would do well to 
show a model kitchen as part of 
his exhibit. Whether or not it 
should be all-electric, or feature 
oil, gas or  gasoline-operated 
equipment depends on local pref- 


erences, 


16—Suggest remodelling in sec- 
tions, if necessary. 

Many people interested in a 
kitchen modernization project are 
not in position to have the plan 
carried out at one time. There- 
fore, suggesting a modernization 
plan to be executed over a period 
of several years may help. In some 


instances, permitting the customer 
to have a copy of the plan of the 
kitchen as it will be when com- 
pleted would be desirable, for she 
will likely show it to friends thus 
creating further interest. 


17—Offer time payment privi- 
leges. 

No matter who is to finance the 
paper, offer to sell on “easy pay- 
ment” plans to those having a 
good credit rating. Some custom- 
ers, financially able to pay cash 
for a remodelling project, will, 
upon completion of the project, 
react favorably to the idea of sav- 
ing money by making immediate 
complete payment. 


18—Have a file of “before” and 
“after” pictures. 

Pictures of kitchens, before and 
after remodelling, are used by a 
Missouri hardware dealer as a 
sales stimulant. The store keeps 
pictures of installations in homes 
owned by people in low income 
brackets as well as those of homes 


of people with move substantial 
incomes. 


19—Watch where visitors 
stand. 


It is advantageous to have seat- 
ing facilities for customers listen- 
ing to the modern kitchen story. 
However, many customers prefer 
to stand part of the time. The 
home economist of a Tennessee 
hardware firm notes where pros- 
pects for model kitchen purchases 
stan while they are talking to 
her. Then she concentrates on 
selling the particular item that is 
near them, following it with a talk 
on the advantages of the complete 
installation. 


20—Watch for extension of 
new power lines. 

When you know private or 
REA power lines are to be ex- 
tended in a certain district visit 
the homes in that district. Leave 
circular matter on kitchen equip- 
ment and invite the prospect to 
visit your model kitchen. 


Planning Deliveries Cuts Costs 


SEEING that customers receive 
S merchandise when promised 
is practically an obsession with P. 
E. Snyder & Son, of Blanchester, 
Ohio, a town of approximately 
1600 population. A handy board 
for scheduling deliveries helps the 
firm do it. 

This board is fastened to the 
wall inside the office. The days of 
the week are lettered across the 
lop of the board and below each 
of these are hooks on which sales 
slips are filed. 

When a sale is made on Monday 
and the item is to be delivered on 


Thursday of the same week, the 
delivery slip is placed on the hook 
under that date. The delivery 
man knows in advance of any long 
trips and this also enables him to 
plan his work more carefully. 
“We cover a trading territory 
with a radius of more than 30 
miles in some directions,” said 
Harry Snyder, son of the owner. 
“In doing this we deliver mer- 
chandise to many other small 
towns in the area. So, in addition 
to the board, we also have steel 
drawers in which the customer’s 


copy of these out of town deliveries 
are placed. 

“When the driver plans Tues- 
day’s deliveries for example, all 
the slips under that date are re- 
moved from the board. If a slip 
calls for a delivery in a neighbor- 
ing town, the drawer is checked 
for the customer’s copy of the slip. 
This drawer may contain other 
slips calling for deliveries of goods 
later in the week to other custom- 
ers. Often it is possible to make 
these deliveries at this earlier time, 
thus pleasing the customer and 
saving us time and expense.” 






























































This board, approximately 10 in. wide and 36 in. long, has a space for slips for each day of 
the week. Sales slips are placed on the hooks under the date goods are to be delivered. 
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Bridgeport, 











“HERE’S MORE 


POWER 
To you!” 





That’s a good thing to say to 
a man who’s just bought a 
box of Kleanbore Hi-Speed 
.22’s, for these cartridges give 
extra power, greater speed, 
added wallop. They’re what a 
lot of people really want for 
shooting small game, pests, 
and vermin. 


So when anyone comes into 
your store and doesn’t specify 
any particular type of .22 car- 
tridge, he’d probably be ex- 
tremely well pleased with the 
performance of Kleanbore 
Hi-Speed .22’s. For target 
shooting and plinking, recom- 
mend the slightly less power- 
ful New and Improved Klean- 
bore .22 cartridges. In either 
case, it’s a good idea to point 
out the difference in the two 
types of Kleanbore .22’s. 


(Advertisement) 


="| DEALER “cis” LETTER |“: 
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EXx/f=— SUMMER SLUMP 


It used to be that summer was a 
period of hibernation in the hard- 
ware business — after the rush of 
spring business in house paints, 
seeds, farm tools, building materials, 
and the like, store traffic used to 
fall off to a trickle until after Labor 
Day. 

Now products, stores themselves, 
and people’s buying habits all com- 
bine to make summer a busy and 
profitable season. Take products— 
there are sporting goods, beach ac- 
cessories, camping aids, gadgets for 
motorists, picnic specialties which 
people come in for all summer long. 
And don’t forget .22 rifles and am- 
munition—boys and grown-ups will 


want them for plinking, for camp- 
ing, and fishing trips. 

Hardware stores are different, 
too. Fans and various kinds of air 
conditioning, proper arrangement 
for airiness, and open aisles—all in- 
vite summer hardware store busi- 
ness. 

People’s buying habits have 
changed, too. Except for their two 
weeks’ vacations (for which they 
buy heavily at different times dur- 
ing the summer) people now shop 
all summer long. So don’t relax 
your sales efforts just because it’s 
summer — people have money to 
spend and are buying summertime 
merchandise. 











IF YOU HAD A MITE OF 


KLEAN BORE.22’s HAS, WE’D 
OWN HALF THE COUNTY 
BY THIS TIME ! 





* ‘‘Kleanbore”’ 
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SAYS MERCHANDISING 
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“Remington Gun Tags Are 
Splendid Sales Helps!’’ 


A Remington’s 

| . FINISH 

| Makes a Good Start 
for a Sales Story! 











and ‘‘Hi-Speed’’ are Reg. U 


The little tags attached to 
Remington guns are im- 
portant sales builders. In 
the first place, they iden- 
tify and describe the gun. 
They list selling points and 
features. It is a good idea 
to check these selling 
points in making a sale to 
avoid overlooking any. And 
they contain instructions 
for the buyer on the care 
and assembly of his new 
gun, as well as safety data. 

All in all, they furnish 
a compact, informative 
sales story for clerks and 
buyers. Your store can 
certainly use these gun 
tags to advantage in mak- 
ing sales! Be sure they’re 
attached to all Remington 
guns in your stock. 


| 
| 
| 
| 
| 
| 
| 


S. Pat. Off. by Remington Arms Co., Inc., Bridgeport, Conn 






Take a good look at the bar- 
rel and stock of a Reming- 
ton rifle or shotgun. You'll 
notice that the barrel, re- 
ceiver, and trigger guard 
have a rich, black, satin- 
like finish. This special 
finish cuts down bothersome 
glare from the barrel in 
sighting. It is not only at- 
tractive, but rust-resistant 
as well. The stocks, of dark, 
even-grained American wal- 
nut, are fully protected by 
a clear synthetic lacquer 
finish. The result is a gun 
you'll be proud to sell, and 
your customers proud _ to 
own. 








By IVAN L. WAPLES 
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STRAIGHT 
& SLANT 
LINES 


f? 
HE spoonbill type 


of lettering pen which is sold under 
various trade names such as Speed- 
ball, Drawlet, etc., is the pen used 
for making small show cards, price 
tickets and for the smaller letter- 
ing on larger cards where the 
brush is also used. This type of 
pen is easy to master and with it 
you will be able to make cards 
after you have had only a little 
practice. 

Before attempting to make let- 
ters try reproducing the straight 
and curved lines shown in Fig. 8 
This peculiar looking assortment 
of lines includes all of the strokes 


CURVED 
LINES 





EF HILT 
AKMN 

VWX«KYZ 
“BDIPRU 
°GOQS 


S.S. GOTHIC WITH DIRECTIONS FOR MAKING 











used in the forming of the capital 
letters of the single stroke Gothic 





HL = NN MW WN 
BE tO DEE Hs # 
S655 3 SaaS 
Mi. ee 
OOO@) OOO 


PEN STROKES 











Fig. 8—Practice strokes in spoonbill lettering 
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Fig. 9—How the pen is used in 
making the Gothic lettering. 


alphabet. Place one of the B pens 
in a holder. Dip the pen into the 
ink. As you lift it out let it drag 
on the edge of the bottle to remove 
excess ink. Hold the pen so the 
spoonbill lies flat on the paper. 
Move it with a free-arm motion so 
the end of the pen is flat on the 
paper at all times. Do not grip the 
holder tightly or make letters with 
a “finger movement.” Practice the 
strokes until you get the feel of 
the pen. 


Study the Letters 


Use a B2 pen on a smooth paper 
to practice the letters. A soft or 
rough paper is not suitable for the 
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The spoonbill type of lettering pen 
is used for smaller lettering and 
can be easily mastered with practice 


Fig. 10—Demonstrating the extension of round letters. 


pen. Draw a series of guide lines 
with the pencil. Make the letters 
%4 in. high with 14 in. between 
each line of letters. The small ar- 
rows in Fig. 9 show the direction 
of each stroke and the small num- 
bers show the order in which the 
strokes are made. Study the capi- 
tal letters of the single stroke 
Gothic alphabet as shown in Fig. 
9. Try the letters E, F, H, I, L, 
and T. Make the vertical strokes 
from top to bottom. When making 
the horizontal strokes of these let- 
ters make them from left to right 
unless you are left-handed, in 
which case you should go from 
right to left. When making the 
horizontal stroke turn the pen- 
holder in the hand until it points 
in the direction of the stroke. 


How to Make Them 
The letters A, K, M, N, V, W, 


X, Y, and Z introduce new strokes. 
When making the diagonal strokes 
turn the hand and the penholder 
so that you move the hand and the 
pen in the direction of the stroke. 
Remember to bring the center of 
the letters M and W clear to the 
bottom and top guide lines. Notice 
the letters in this series are not all 





JULY 10, 1941 





the same width, A, M, and W be- 


ing the widest. 





very important peculiarity based 
on the fact that we don’t always 
see the exact thing at which we 
look. Each of them must be ex- 
tended slightly through the guide 
lines in order that they look the 
same height as other letters. This 
fact is demonstrated in Fig. 10. 
(A) shows the letter O made the 
same height as the letter N. In 
(B) we find the letter O correctly 
made, taller and deeper than the 
letter M. Again we warn you to 
make these letters with a free-arm 
movement even if this means that 





Fig. 11—How the lower case letters are made with the pen. 


The letters B, D, J, P, R, and U 
form another series in which we 
find a combination of straight and 
curved strokes. Practice these let- 
ters and remember to make the 
strokes of the pen with a full free- 
arm movement. Notice that the 
upper part of the letter B is 
smaller than the lower. 

C, G, O, Q, and S are the aris- 
tocrats of the alphabet. If you 


can make good ones you are a 
craftsman. 


These letters have one 





the first ones are ragged and 


wabbly. 


Lower Case Letters 


The lower case letters are shown 
in Fig. 11. Here again, we have 
used the numbered arrows to show 
you the direction and order of 
making the strokes of each letter. 
The dimensions of the letters are 
given and the proportions are 
about average. 
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ADVANCES 


Wire mouse, rat traps. Thumb tacks. 
One line horse shoe nails. Turnbuckles. 


Ice cream freezers. Some linoleum. 


Some cutlery items. Skis, toboggans, etc. 

Conductor hocks. Strainers. Certain bath scales. 

Some builders’ hardware. Medicine cabinets. 

Galv. range boilers. Steel, brass grease cups. 

Brass bibbs, faucets, etc. Tarred felt, asphalt felts. 

Heavy square mesh cloth. Certain razors. Some stoves. 
Some heaters. Stove pipe. Linseed oil. Carbon black. 
Sleeping bags. Rubber mattresses, life preservers. 

Some camp cots. Bicycles. Seine twine. Football items. 
Basketball items. Golf bags. Some toys and wheel goods. 
Tacks. Thumb tacks. Cobblers’ nails. Recessed head screws, bolts. 





Wire mouse, rat traps—Wire 
rat traps and mouse trap prices have 
been advanced approximately 10 per 
cent. 


% 


Horse shoe nails — Effective 
July 1. One company raised prices 
about 1% cents per pound, on horse 
shoe nails. 

* * 

Thumb tacks—On June 21, 
one maker raised prices on its complete 
line of thumb tacks—increases rang- 
ing from 3 to 5 per cent, up to 20 per 
cent. 

x a Ae 

Turnbuckles—A new July 1 
price sheet was issued by Cleveland 
City Forge Co., advancing most turn- 
buckle sizes, with or without stubs, by 
10 to 18 per cent. 

Ms oa 

Galv.-pump chain Some 
makers have discontinued finishing hot 
galvanized pump chain during the zinc 
shortage, and temporarily are only sup- 
plying chain made from bright galvan- 
ized wire. 

” ot 

Freezers—Some makers have 
raised prices on ice-cream freezers, av- 


34 


eraging 10 per cent. The advent of 
summer weather has been moving freez- 
ers rapidly out of distributors’ stocks, 
and in many cases replacements are 
not promptly available. 


Linoleum — This season’s de- 
mand for floor coverings has been un- 
usually heavy. A recent mark-up of 
1 to 2 cents per yard on inlaid linole- 
ums was not unexpected, as makers 
have been warning customers of rising 


costs, 


Cutlery advances—Recent ad- 
vances, averaging 10 per cent, have 
been received by leading wholesalers 
from some makers of pocket knives. Also 
mark-ups averaging 10 per cent have 
been reported on staple household 
(kitchen) cutlery items. 


Conductor hooks, strainers — Ef- 
fective June 11 one maker issued new 
prices on conductor pipe hooks, which 
were advanced 11 per cent. Galvanized 
and lead coated conductor strainers 


were advanced 33 1/3 per cent. Other 
fittings were unchanged. 


a * £ 


Skis, etce.—Skis, toboggans and 
accessories were advanced 10 per cent 
on June 27. The Strand Ski Co. has 
discontinued making their lowest priced 
skis, stating that advances in materials 
have forced out the low-priced numbers. 


a m % 


Builders’ hardware, etc.—One 
maker has issued a new catalog and 
price list on forged iron hardware, with 
advances, effective June 25, averaging 
about 10 per cent. From some sources, 
advances of about 10 cents per dozen 
pairs were reported on replacement door 
knobs of clear glass. On-June 25, pic- 
ture wire was advanced about 5 per 
cent. On June 15 an advance on medi- 
cine cabinets, of about 10 per cent, 
became effective, and on June 16, 
Healtn-O-Meter scales were marked up 
about 10 to 15 per cent. 


7 t 


Plumbing accessories, etc.— 
On June 18, galvanized range boilers 
took a further 10 per cent mark-up 
making their total increase since April, 
1940, about 22% per cent. Steel and 
brass grease cups are up about 15 per 
cent, brass bibbs and faucets up an- 
other 4 per cent on June 22, and mis- 
cellaneous brass bathroom fittings ad- 
vanced 10 per cent on June 21. 


ae xt x 


Galvanized hardware cloth 

To further conserve spelter, one maker 
has withdrawn 5 by 5, 7 by 7 and 
9 by 9 mesh items from sale. All com- 
panies are far behind in hardware cloth 
production, and new “civilian” orders 
are being accepted only from regular 
customers, in limited quantities, and 
for shipment at the mills’ convenience 

undoubtedly far into the future. 


Prices are firm. 


Tarred felts—sheathing—Ef- 
fective July 8, Koppers Co. advanced 
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THE BEST ROAD TO PROFITS is in giving the customer 
what he wants. In oil burning heaters the line to sell is Superfex. 
For a recent survey showed that 85% of interviewed prospects 
chose Superfex Heat-Directors . . . because 


— it’s the only oi! heater that gives radiant, circulating and directed 
heat that really warms the floor 


— it spreads comfort without the extra cost and operating expense 
of a blower 


— it burns cheap, high-heat No. 2 fuel oil. 


Superfex—tried, tested, and proved in 11 years’ service—is engi- 
neered to give customer satisfaction in every way. For peculiar 
room layouts, where free flow of circulating warm air is inter- 
rupted, a 3-speed blower is available. And—-Superfex can make 
more bankable profit for you . . . profit not dribbled away in 
costly servicing. 


This year the oil heater market is greater than ever. Greater income 
—record home building . . . hundreds of older homes ready for 
modern oil heaters. What a market for your Superfex line! Re- 
member, too, your reputation ties up with the oil heater you sell. 
So, tie yours to the greatest name in oil-burning equipment for the 
home—Perfection. 





You Cant Miss 
with the Line 


85% of surveyed 





prospects voted for! 





SUPERFEX 


HEAT-DIRECTORS 


are again the big news! 
... still the bankable 
profit line for you ! 


MODEL 1435-tThe finest 

heater in the field. One of 5 

models in famous Superfex 

Heat-Director line. Finished 
in porcelain enamel. 





MODEL 2205—New 
for 1941. Iivanhoe 
Console Heater. New 
features ... new finish 
.. - beautifully styled. 








MODEL 2201 
—New for 
1941. Ivan- 
hoe Radiating- 
Circulating 
Heater. De- 
signed for low- 
price, big vol- 
ume business. 


SUPERFEX and IVANHOE 


OIL BURNING HEATERS 


PRODUCTS OF PERFECTION STOVE COMPANY, 7326-A PLATT AVENUE, CLEVELAND, OHIO 


Che Mark of Quality 
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JAR RUBBERS 


The highest quality jar rubber made. Canning 
experts, teachers and millions of careful home 
canners will use no other kind. 


BOSTON WOVEN HOSE 
AND RUBBER COMPANY 


CAMBRIDGE, MASS., U.S.A. 
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various weights and grades of tarred 
and asphalt felts, L.C.L. quantities 6 to 
9 cents per roll, and truckloads or over, 
7 to 8 cents per roll. Koppers’ red 
rosin sheathing was advanced 2 to 4 
cents per roll. 

* ial - 

Heavy (industrial) square 
mesh cloth—Effective June 9 prices 
were revised by some makers, there be- 
ing increases averaging 5 per cent. Or- 
ders which cannot be completed within 
60 days, will be subject to buyer’s can- 
cellation of any balance then remaining, 
or balances will take prices in effect 
at time of shipment. 

of - * 

Razors—Rolls Razor, Inc., New 
York City, recently advised the trade 
that increased costs force an advance 
to $12.50 retail list on its No. 2 Im- 
perial razor, the only available model. 
At the same time a $3.00 retail price 
was announced on single blades. The 
changes were effective as of July 1. The 
company announced that it had enjoyed 
an 82 per cent increase in sales for the 
first five months of 1941, as compared 
with sales for the same period last 
year. 

* x * 

Galvanized ware—With mill 
supplies of galvanized sheets hardly ob- 
tainable, particularly in the heavier 
gages, makers of galvanized stamped 
ware are forced to face many delays and 
changes. Lines are being shortened, 
the supplying of painted or lead-coated 
ash-cans and garbage pails, or particu- 
larly painted covers, is being considered 
—and the heavier qualities, which all 
makers like to feature, are being espe- 
cially sacrificed. 

* * x 

Stoves, stove pipe—Many 
makers of coal and wood stoves and 
heaters have made further recent mark- 
ups, usually about 5 per cent. Some 
are asking that this advance be retroac- 
tive on orders placed some months ago. 
A new advance of 50 cents per 100 
joints on stove pipe was made effective 
July 1, by leading makers with no in- 
crease at this time on elbows. Galvan- 
ized furnace pipe and elbow makers are 
experiencing the prevailing distress as 
to supplies, and further price increases 
are expected. 

” * * 

Linseed oil, ete.—Capping a 
long series of steady mark-ups since 
the first of the year, linseed oil rose 
another 3 cents per gallon on June 30, 
making a cumulative six months’ in- 
crease of 14 cents. Turpentine, while 
5 cents higher than on Jan. 1, has not 
advanced since April. Leading carbon 
black manufacturers have posted domes- 
tic price increases effective July 1 and 
to apply through the third quarter. Bulk 
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carbon has advanced 15 cents per 100 
lb., black (compressed) in bags 1714 
cents, and uncompressed in bags ad- 
vanced 10 cents. 


* * * 


Sports equipment—FEffective 
June 9, American Pad and Textile Co. 
advanced prices about 10 per cent on 
its line of sleeping bags, inflatable rub- 
ber mattresses, and life preservers. On 
June 15, Gold Medal advanced prices 
on folding camp cots about 10 per cent. 
Reasonably prompt deliveries are still 
available, though some makers of can- 
vas camp cots have withdrawn their 
lines from sale until fall, because of 
shortages of material. Effective June 27 
jobbers received their second advance 
on some makes of bicycles, now marked 
up about 12 per cent over the opening 
prices in January. Deliveries are getting 
slower and slower, and all bicycle manu- 
facturers are so far behind in delivery, 
that now they are taking care of only 
old-time regular customers. Most mak- 
ers of bicycle tires have had to curtail 
production on white sidewall tires. The 
grades that will be generally continued 
are the two first quality tires, and the 
lower-priced qualities have been dis- 
continued. Another advance, from some 
makers June 25, on seine twine, the fifth 
since last October, brings a total mark- 
up to date of 10 cents per pound over 
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last fall’s prices. Deliveries are several 
weeks delayed. Wilson Sporting Goods 
Co. advanced their basketball and foot- 
ball lines 74% per cent on June 17, and 
on June 9 raised prices 12% per cent 
on golf bags. 

a * * 


Toys—Almost all toy manufac- 
turers are informing their customers 
that prices will be quoted only upon 
application. Toy prices were advanced 
5 per cent about June 20 by one maker. 
Wheel goods were advanced 5 per cent 
on June 23, with a possibility of “prices 
in effect at time of shipment” to rule 
shortly. Shipments are very slow, with 
deliveries uncertain even after deferred 
dates are promised. 
* ™ * 

Bolts and washers—Deliveries 
of regular trade sizes of carriage, ma- 
chine, and lag bolts are still made rather 
promptly by some makers, but they are 
confining their acceptance of definitely 
priced new business to regular cus- 
tomers only, and to such tonnages as 
they can complete within 60 days. After 
60 days, unfilled balances are subject to 
further price change. Some _ recent 
changes in the extras on railroad track 
bolts advanced nearly all the small and 
shorter sizes—particularly heavy mark- 
ups appearing on bolts with hexagon 
nuts. Manufacturers of standard 
stamped steel washers are buried with 
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NE Wholesale Hardware Sales 


aphic Regions, far 





States comprising regions in these charts: 


m 
(ay 


New England—(Conn., Maine, Mass., N. H., R. I., Vt.) 


Middle Atlantic—(N. J., N. Y, Pa) 


East North Central—(Ill, Ind., Mich., Ohio, Wis.) 
West North Central—(lIowa, Kan., Minn., Mo., Neb., N. D., S. D.) 
South Atlantic—(Del., D. C., Fla., Ga., Md., N. C., S. C., Va., W. Va.) 


East South Central—(Ala., Ky., Miss., Tenn.) 


West South Central—(Ark., La., Okla., Texas.) 
Mountain—(Ariz., Colo., Idaho, Mont., Neb., N. M., Utah, Wyo.) 


Pacific—(Calif., Ore., Wash.) 
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Stock-sales ratios are percentages obtained by dividing the cost value of stocks by sales 


of an identical group of firms. 


orders and are badly delayed in receiv- 
ing supplies of steel. Usually large 
users of scrap, and finding scrap very 
scarce, washer makers are turning to 
new material, when they can get it, 
and costs are thereby increased. 

> > * 


Cut and wire tacks—In June 
some makers made their first price 
increases since June, 1939. Based on 
the better-selling sizes, 3 to 10 and 
larger, the mark-ups were about: $1.15 
per 100 lb. on cut and wire carpet tacks, 
double-pointed and gimp tacks, and 
clout and trunk nails; $1.45 per 100 Ib. 
on cut and wire upholsterers’ and can- 
vas tacks, and coppered blind and hoop 
staples. (Small upholsterers’ tacks ad- 
vanced only 70 cents); $1.05 per 100 
Ib. on cut and wire bill-posters’ tacks. 
Cobblers’ nails were raised about 10 
per cent, but extra iron clinch nails 
remain unchanged. 
* > o 

Wood screws, rivets, etc.— 
With important manufacurers very busy 
with war orders, and with much pres- 
sure for supplies of materials, screw 
prices are firm, and deliveries, particu- 
larly on brass screws, are delayed 
anywhere from one to four months. 
Regular customers are getting some 
preference, but even they must yield 
priority to government needs. American 
Screw Co. has announced, effective 
July 1, new discount schedules on all 
Phillips recessed head screws and bolts, 
changing the industrial discount (less 
than 100 gross, packaged or bulk) from 
28 per cent to 18 per cent off standard 
lists, dated April 1, 1940, and revising 
the discount to retailers to 18-10 per 
cent. 

al > * 

Steel prices—Slight modifica- 

tions, but most welcome to steel pro- 
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ducers, were made late in June, by the 
O.P.A.C.S., revising the schedule of 
March 31, which set iron and steel ceil- 
ing prices. Steel makers are now per- 
mitted to include in their delivered 
prices the actual freight costs, instead 
of the lowest published common car- 
rier freight rate. For example, hauls 
by rail to the Pacific Coast, becoming 
increasingly necessary owing to short- 
age of ships, can be billed to include 
the higher-cost all-rail rate instead of 
the lower rail-water rate previously man- 
dated. The new revisions also permit 
producers to hold effective certain 
changes made up to April 17 in their 
price extras. These principally covered 
the $6.00 per ton rise in the differential 
between black and galvanized pipe, the 
25 cents per 100 lb. increase in the gal- 
vanizing extra for wire nails, and ad- 
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By Seographic Requons 


vances on some gages of commodity 
strip through reclassification of cold- 


rolled strip. 
ad * * 


Furniture news—The Nation- 
al Retail Furniture Association reports 
that retail furniture sales in May were 
22 per cent ahead of May, 1940. Sales 
in the first five months of 1941 were up 
19 per cent. Leading furniture manu- 
facturers have posted price increases of 
5 to 10 per cent, following a recom- 
mendation that workers in the industry 
be given a 10 cent an hour wage in- 
crease. Many manufacturers had posted 
May prices before the mid-summer mar- 
ket of the New York Furniture Ex- 
change got under way, but quickly with- 
drew them in favor of higher quota- 
tions. Very promptly, Administrator 
Henderson expressed concern over the 
“considerable” rise in prices for fur- 
riture in the last few months. He asked 
the cooperation of the furniture manu- 
facturers for the suspension of any ad- 
vances at this time, and for immediate 
cessation of the “open” method of quot- 
ing prices, to use only the firm method. 


* * * 


Retail sales large—Despite in- 
creasing shortages affecting now some 
of the best volume lines in hardware, 
continuing sales gains over last sum- 
mer’s marks are reported by retailers 
from all sections. Some of the “dollar” 
increase is due to higher prices, but 
actual tonnage and items gains, as re- 
ported, seem to average 10 per cent 
or more nearly everywhere. 


* * * 


Prices and controls—The gov- 
ernment program to control prices and 
supplies of an increasing number of 


important “hardware” components is 
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tions on Accounts 
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Collection percentages are obtained by dividing the collections on accounts during the 
month by accounts receivable outstanding at the beginning of that month for an identical 


group of firms. 
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with the complete line of 


Bethlehem Galvanized Steel Roofing 


No need to see any prospective roof- 
ing customer walk out unsold when 
you stock the complete Bethlehem 
line of quality Galvanized Steel 
Roofing. There’s a price and style to 
fit every need, every purse. Bethle- 
hem Corrugated Sheets, V-Crimp 


BETHLEHEM STEEL COMPANY | 
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Sheets, Stormproof and Weather- 
proof Sheets, Bethlehem Roll Roof- 
ing—that’s a line-up that will help 
you satisfy every prospect. 
Remember, too, that all of this 
Bethlehem Roofing is available in 
Beth-Cu-Loy Copper-Bearing Gal- 


vanized Steel as well as ordinary 
steel. Giving double life for only a 
few cents more per sheet, Beth-Cu- 
Loy Copper-Bearing Galvanized 
Steel is a real sales-clincher—makes 
every sale a bargain-sale for your 
customers, 


— 

LE 
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everywhere the center of study and dis- 


Industry’s compliance with 
price schedules of the Office of Price 
Administration and Civilian Supply has 


cussion. 


been on an almost entirely voluntary 
basis. A breakdown of this basis by 
any important challenge, however, would 
be sure to hasten a decision as to what 
legal powers to force compliance Di- 
rector Henderson has, or may be given. 
Automobiles, cotton textiles, and cot- 
tonseed oil lately have received the vig- 
orous attention of Mr. Henderson, and 
much protest from some interests which 
were hit. Forty-seven large furniture 
makers and 16 household refrigerator 
manufacturers were told that continu- 
ation of recent price advances would 
lead to inflation, and demoralization, 
not only in their industries but in in- 
dustry as a whole. In yet other fields, 
price ceilings were placed on pig iron, 
a price schedule for certain grades of 
West Coast lumber is being drafted, 
and ceilings for tires and tubes were 
expected last week. Mr. Henderson is, 
of course, trying to stop the inflationary 
upward spiraling of prices, but meets 
from producers the obvious defense 
that labor’s wages are being raised, op- 
erating costs are going up, and taxes 
are soaring, so that their only recourse 


is to raise prices. 
* * * 


lead—other metals 


Establishment of government monopolies 


Zinc, 


on the importation of chromium, tung- 
sten, tin and other strategic metals 
seems certain, similar to the rubber 
“monopoly” created last month when 
President Roosevelt barred private im- 
ports from the Far East. Nearly all 
the tin used by this country comes 
from Malaya, as does rubber, and that 
region, with China, is an important 
supplier of chromium, manganese, and 
$50,000,000 
worth of these ores have been ordered 
from China by the RFC Metals Reserve 
subsidiary. The Director of priorities 


tungsten. Approximately 


has ordered producers of metallic zinc 
to, set aside during July an amount 
equal to 22 per cent of their May pro- 
duction for the government's emergency 
pool. Producers of zinc oxide were 
ordered to set aside an amount equal 
to 16 per cent of their May production. 
Zinc is used in the manufacture of ‘mili- 
tary brass and government estimates 
indicate a shortage of 250,000 to 275, 
000 tons this year. 
refined lead at the end of May were at 


Domestic stocks of 


a new low—34,018 tons—as a result of 
record shipments totaling 69,382 tons 
for the month, according to figures com- 
piled by the Bureau of Metal Statistics. 
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SALES OF 1,606 INDEPENDENT RETAIL HARDWARE 


DEALERS IN UNITED STATES 


May, 1941 
Dollar Sales 


Percent Change 

















Number May, May, 
of 1941 1941 
Firms vs. vs. 
Report- May, Apr., May, May, April, 
States by Regions ing 1940 1941 1941 1940 1941 

New England 79 +19 +14 903,224 756,180 795,072 
Maine 10 +15 +37 72,536 63,268 52,903 
Vermont & N. H. 1¢ +13 +18 208,000 183,266 176,613 
Massachusetts 45 +19 +13 452,204 380,108 401,354 
Rhode Island Pee bees amare artic 4 
Connecticut ° 

Middle Atlantic 191 +11 +10 1,365,737 1,231,728 1,240,212 
New York .. 25 + 7 +19 179,509 167,764 151,172 
New Jersey 0) +9 +25 109,744 100,938 87,520 
Pennsylvania 157 +12 +7 1,976,484 963,026 1,001,520 

East North Central... 444 +24 +15 3,035,594 2,449,567 2,649,637 
Ohio 114 +23 +10 816,629 665,239 742,712 
Indiana 78 +21 +11 500,398 414,407 452,602 
Illinois 102 +19 +13 711,926 597,689 628,671 
Michigan 48 +24 +22 384,045 308,812 315,782 
Wisconsin 102 +34 +22 622,596 463,420 509,870 

West North Central. 258 +20 +19 1,149,428 954,900 969,528 
Minnesota 28 +14 +28 227,253 198,759 177,362 
Iowa 65 +30 +13 348,144 267,496 309,265 
Missouri 51 +12 +13 205,141 183,582 181,760 
North Dakota 10 +17 +27 34,845 29,689 27,531 
South Dakota ad mae Wee 
Nebraska 48 +14 +23 144,224 126,254 116,892 
Kansas .. 53 +28 +21 180,293 140,613 148,886 

South Atlantic 72 +22 +5 542,410 445,821 515.421 
Delaware ss : 

Maryland ° i , ae = 
Virginia 10 +12 —2 100,744 90,159 103,186 
West Virginia ° Sale ST Anat Letaae 

North Carolina 4 : . 

South Carolina ll +43 +-10 87,995 61,514 79,938 
Georgia 21 19 + ] 117,986 99,475 116,511 
Florida 19 +28 +14 155,235 120,976 136,421 

East South Central 33 +28 +4 335,878 261,713 322,268 
Kentucky m =f cae snes 
Tennessee 9 +34 +12 141,467 105,870 125,998 
Alabama 15 +25 —4 129,176 103,546 134,928 
Mississippi - a try en OS ee ' 

West South Central. '123 1-20 + 7 804,724 671,884 755,270 
Arkansas 19 +24 —1 114,343 92,397 114,927 
Louisiana 6 14 + 5 45,118 39,528 42,795 
Oklahoma 40 +15 +7 183,160 158,648 170,944 
Texas 58 +-2] +8 462,103 381,311 426,604 

Mountain 99 +7 +7 779,427 730,758 728,279 
Montana .. 26 + 4 +4 205,538 197,137 197,381 
Idaho 15 + 5 +13 78,816 74,976 69,681 
Wyoming ¥ ee ee 
Colorado .. 30 +10 +18 115,252 104,871 97,514 
New Mexico . ais: Pa Peet a 
Arizona . 

Utah ped * 
Nevada ..... * 

Pacific 307 +20 + 6 2,158,985 1,801,874 2,031,339 
Washington 43 +21 —20 274,183 225,803 341,627 
Oregon 35 +26 + 3 355,194 282,945 344,424 
California 229 +18 +14 1,529,608 1,293,126 1,345,288 

TOTAL 1,606 +19 +11 $11,075,407 $9,304,425 $10,007,026 

Chicago, Ill. . 14 +7 +5 86,663 80,816 82,622 

Los Angeles, Calif... 34 +22 +10 296,647 243,332 269,516 

Portland, Ore. 1] +32 +10 42.438 32,139 38,522 

San Francisco, Calif. 25 +8 +9 110,224 102,200 101,402 








*Note while stores in these states are included in grand total, figures for these 
states are not shown on this chart because of insufficient data. Compiled by Bureau 


of the Census, U. S. Department of Commerce. 
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A blow on the diamond-shaped head of Lamson 
Cotters spreads prongs. “Efficiency” points serve 
as a drift pin. Lamson stock cotters conform to all 
Government specifications. Cotters made to order 
from brass, bronze, aluminum and stainless steel. 





Wire Rope Clips are made in a full range of sizes, 
galvanized or japanned finish. Nuts fit U-bolts 
accurately. Malleable iron saddles have standard 
“bull-dog” grip. 


@ More than 7000 dealers have put the Lamson SPEED- 
MERCHANT to work for them in their stores selling bolts, 
nuts and screws. It isn’t automatic but nearly so in 
making sales for you. A fast-moving stock assortment 
of the five most popular types of fastenings bought by 
the average customer is on display in the SPEED- 
MERCHANT—every one of them attractively “Brite- 
plated” and the selling price of each plainly marked so 
that mistakes are impossible for either salesman or 


PROFITS WITH LAMSON 





















Plow Bolts Nos. 3, 4, 6 and 7, made to American 
Standard specifications, are stocked; other types 
made to order. We also stock Grass Rods, Spreader 


Rods, Heel Bolts and Harrow Teeth. 








$26.30 Net, 


to Dealer 
(slightly more 
west of Denver) 





customer. Every product displayed is within reach—a 
method of successful merchandising familiar to most 
customers who find no reason to go elsewhere if 
you use the SPEEDMERCHANT to sell them fastenings. 
Keep these profitable “5-and-l0” sales for yourself! 
They add up into profits that involve no sales expense! 
Ask your jobber’s salesman for the Lamson line now! 


THE LAMSON & SESSIONS COMPANY, Cleveland, O. 


Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 








LAMSON & SESSIONS 
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LAUNDRY EQUIPMENT WINDOW 


Merchandise: Two models of washers, electric irons, steam irons, clothesline 
reels, clothespins, cotton, smooth wire, and twisted wire clothesline, ironing board 
pads, willow clothes baskets, splint baskets. 


Background: Center panel of dark blue corrugated board or wallboard painted. 


Side panels of light blue. 


Show Laundry Equipment 


HARDWARE AGE Original 


V sows on fall 


painting and cleaning goods and 
laundry equipment should be 
scheduled to appear during the 
early part of August. The first of 
these windows will be advance pro- 
motion for this merchandise, while 
the latter is a line that is popular 
the year ’round. 


Washers Sell All Year 


Most hardware dealers say that 
washing machines are in demand 
during the entire year. This equip- 
ment accordingly can be promoted 
in the window when many other 
lines are in the doldrums. The mis- 
cellaneous items of this line, such 
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Cut out letters in yellow. 


as clothes baskets, line, pins, etc., 
have to be replaced frequently in 
every home. Showing this mer- 
chandise now will lead to sales, be- 
cause customers probably make 
most purchases of such items 
when they see them on display. 


Laundry Supplies 
Table 


A table of this merchandise is 
easily set up in most hardware 
stores and it is usually a very pro- 
ductive one. All housewives in- 
tend to replace the clothesline, tub, 
basket, or hamper, but never seem 
to remember this when they are 
shopping. An attractive display of 
these goods on the tables and plat- 


forms will develop much addition- 
al business. Be sure to feature 
items such as clothespins and 
clotheslines on the end of the 
tables to interest the shopper. Re- 
member the show cards. Make 
them big and be sure to stress 
price. 


Platforms for 
Bulky Items 


Ironing boards, baskets, tubs 
and hampers are so bulky they are 
hard to show. Arrange these items 
on platforms in the center of the 
floor or along the walls. Cus- 
tomers can better examine ironing 
boards if they are set up. Show a 
pad and cover set on the board for 
this is a nice extra sale and the 
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FALL PAINTING AND CLEANING WINDOW 


Merchandise: House paint, wall finishes, paint brushes, rebuilt and new vacuum 
cleaners, tank type cleaners, small hand cleaners, carpet sweepers, dust mops, oil 
mops, dry mops, furniture polish, floor wax, dust cloths, wax spreaders, scrub brushes, 
window brushes and floor brushes. 

Background: Center panel of dark blue corrugated board or wallboard painted. 
Side panels of light blue. Cut out letters in yellow. 


item is usually needed by the cus- 
tomers. 


Promote Fall Painting 


Start people in your community 
to thinking about painting this 
fall. A display of paints with suit- 
able show cards will get this idea 
across and will help lay the ground 
work for some good business later. 
Both interior and outside painting 
can be featured and be sure to 
point out the low cost and benefits 
of such work. 

Windows are important but 
probably a complete window will 
not need to be devoted to this mer- 
chandise at the present time. A 
complete window would be in 
order a little later on when people 
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actually get ready to do this type 
of work. 


Cleaning Supplies 


This line should be incorporated 
in the same window showing 
paints for this month. Vacuum 
cleaners of several types are fea- 
tured in the display along with 
the more popular priced items. 

A table display of cleaning 
items should be arranged in a 
prominent place. One of the best 
locations would be a cross aisle 
or header table about in the center 
of the store. Oil mops, dust mops, 
floor wax or furniture polish are 
items that could be featured in 
mass displays on the end of the 
table. 


to Maintain August Volume 


Window Display IDEAS 


A very effective way to increase 
paint sales is to build a mass dis- 
play of gallon cans on a platform 
or platforms. Several different 
kinds of paint could be used, also 
show some five-gallon cans if you 
carry them. Build this display 
high enough to attract some atten- 
tion. 


Use Show Cards 


It is most important that show 
cards be used on a display of this 
type. These should be fairly large, 
14 by 22 in. if possible. Feature 
the price of the paint by the gallon 
in five-gallon lots. Competition in 
most communities usually does it 
that way. 
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75 PER CENT OF SALES MUST BE AT RETAIL 
IN ORDER TO CLAIM WAGE-HOUR EXEMPTION 


Analysis of sales from Jan. l-June 30 and July 1-Dec. 31, will be 


used to determine whether a substantial part of sales are non-retail. 


(Washington Bureau 
of HARDWARE AGE) 

Effective July 1, retail estab- 
lishments are not exempt under 
the Wage-Hour Law unless at 
least 75 per cent of their sales 
are retail. Where wholesale, com- 
mercial and industrial sales, non- 
retail in character, total more 
than 25 per cent the 40-hour 
week and 30-cent-hour minimum 
wage will prevail. Previously ex- 
emption applied where not more 
than 50 per cent of sales were 
retail in character. 

The lifting of the percentage 
was announced on June 16 by 
General Philip B. Fleming, 
Wage-Hour Administrator — in 
making public a revision of the 
Division’s interpretative Bulletin 
No. 6. 
uted in a wage-hour statement 
to “the directions of the United 
States Appellate Courts that ex- 
emptions from 
legislation 
construed,” 


humanitarian 
should be _ strictly 


Under the new ruling, the com- 
putation of the dollar volume of 
retail and non-retail selling will 
be based upon the semi-annual 
record of sales of the establish- 
ment. The analysis of sales from 
Jan. 1 to June 30 and July 1 to 
Dec. 31 will be used to deter- 
mine whether during each six- 
month period a substantial por- 
tion of the selling of the estab- 
lishment was non-retail. 

“Many wholesalers complained 
about the competitive wholesale 
service that retailers not under 
the 40-hour week were able to 
provide,” said General Fleming. 
“So we are now regarding ‘sub- 
stantial’ retail selling as more 
than 25 per cent. We will not 
regard establishments with more 
than 25 per cent non-retail sales 
as exempt from the 40-hour week 
and the 30-cent minimum wage. 

“At the same time we are 
acknowledging the retail charac- 
ter of many sales to industrial 
and‘ commercial firms which al- 
ways have been considered retail 
in the trades. I believe this will 
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The revision was attrib- | 


do much to make our enforce- 
ment policy more acceptable to 
firms engaged in distributing 
goods.” 

The typical department store 
will continue to be exempt. Al- 
though many conduct wholesal- 
ing operations it was pointed out, 
these sales seldom approach 25 
per cent of total sales volume. 
The revised bulletin reaffirms the 
Administrator’s interpretation of 
“establishment”—“each physical- 
ly separated place of business 
must be considered a_ separate 
establishment.” The Wage and 
| Hour Law, therefore, does not 
|apply to chain store retail and 








service establishments even 
though the chain spreads into 
several states. The law does ap- 
ply, however, the bulletin adds, 
“to warehouses, central executive 
offices, manufacturing or process- 
ing plants, or other non-retail 
selling units which distribute to 
or serve stores.” 

The new interpretation was 
said to be of especial importance 
in determining the status of 
establishments selling coal, lum- 
ber, glass, paint, tools, electrical 
equipment, automobiles, _ tires, 
stationery and office supplies, 
feed stores and photographers’ 
shops. 


JOHN A. UNDERWOOD ELECTED 


MANNING-BOWMAN PRESIDENT 


John A. Underwood, long as- 
sociated with branches 
|of the housewares and appliance 
industry, has been elected new 
president of Manning, Bowman 
& Co. Mr. Underwood succeeds 
|H. B. O’Brien as president and 
managing head of the firm. 

Mr. Underwood resigned early 
this year from Montgomery 
Ward & Co. with whom he had 
| 1933 as 


| management executive covering 


various 


been connected since 








JOHN A. UNDERWOOD 





both operations and administra- 
tion. Prior to joining Ward’s, he 
was associated with the Favorite 
Stove and Range Co., Piqua, 
Ohio, first as advertising mana- 
ger, subsequently sales manager, 
and finally as president of the 
company. Mr. Underwood was 
for a number of years managing 
head of the Great Western Stove 
Co. and Great Western Appli- 
ance Co. and is a past president 
of the Stove Manufacturers’ As- 
sociation. 

GREENFIELD TAP & DIE 

COMPLETES NEW PLANT 


The Greenfield Tap & Die 
Corp., Greenfield, Mass., is now 
operating a new plant, recently 
completed, which is expected to 
quadruple the company’s gage 
manufacturing capacity. The 
building is of two stories, 200 ft. 
by 80 ft., of brick construction, 
windowless, with two tiers of 
glass brick on two sides. Provision 
has been made for adding a 
third-story when necessary. Flu- 
orescent lighting has been in- 
stalled throughout. All finishing 


operations, after heat treating, 
are concentrated in the new 


building. 
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W. C. SORGEN 


Who has been appointed adver- 
tising and sales promotion man- 
ager for Hillerich & Bradsby 
Co., Inc., Louisville, Ky. Mr. 
Sorgen succeeds R. R. Hovatter 
who was given charge of the 
company’s Pacific Coast sales. 
Mr. Sorgen was formerly adver- 
tising manager for the Hettrick 
Mfg. Co., Toledo, Ohio, and 
prior to that with the DeVilbiss 

Co., Toledo. 





DUTTON-LAINSON 
ACQUIRES “GOLDEN ROD” 
PRODUCTS; ANNOUNCES 
NAME CHANGE 


The Dutton-Lainson Co., Hast- 
ings, Neb., has acquired for 
manufacture the “Golden Rod” 
products of the F. Jaden Mfg. 
Co. These include tire pumps, 
hydraulic pump oilers, sprayer 
cleaners, blow guns, city mail 
boxes, and air hose. 

Those products of the F. Jaden 
Mfg. Co. as well as all the prod- 
ucts of the Frank Rose Mfg. 
Co., which for many years has 
been the manufacturing division 
of the Dutton-Lainson Co., will 
henceforth be made and _ sold 
under the Dutton-Lainson Co. 
name. 


WORTHINGTON FALL FAIR 
SEPTEMBER 8-20 


The Geo. Worthington Co., 
Cleveland, Ohio, has announced 
that it will hold its 9th annual 
Fall Fair featuring toys and 
Christmas merchandise at _ ils 
offices and warehouse, 802 St. 
Clair Ave., N. W. 
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AMERICAN FORK & HOE CO. NAMES 
RECTOR DIRECTOR AND V.-PRES 


W. W. Rector was elected a 
vice-president and director of 
the American Fork & Hoe Co., 








at the company’s recent annual 
meeting in Cleveland, Ohio. Mr. 
Rector, who has been associated 
with the firm for the past four 
years, has the additional title 
of merchandising director. 





NORTHERN WHOLESALE 
HDWE. CO. MERCHANDISE 
SHOW 


The Northern Wholesale Hard- 
ware Co., Inc., Portland, Ore., 
will hold its semi-annual conven- 
tion and merchandise show, Aug. 
3-4, 1941, in the air-conditioned 
Masonic Temple, Portland. More 
than 10,000 sq. ft. of space will 
Le devoted to the display of fall 
and holiday merchandise. The 
program includes talks on mer- 
chandising, salesmanship, and 
other topics of interest to hard- 
ware men. 


COMMON SENSE EXPECTED TO GUIDE 
SIMPLIFICATION OF MERCHANDISE 


Great interest has been shown 
in the past month in the govern- 
ment’s plans for simplification of 
merchandise as a defense mea- 
sure. There is nothing new about 
the campaign to simplify and 
reduce the number of lines of 
goods. The Bureau of Standards 
of the Department of Commerce 
has been at it for 20 years. Sim- 
plified recommendations have 
been made from time to time by 
the Bureau. These are developed 
by voluntary cooperation between 
manufacturers, distributors, and 
consumers. Hundreds of lines 
have been simplified as a normal 
peace time procedure in the in- 
terest of efficiency, such as: 
metallic cartridges, 348 varieties 
before simplification, 150 after; 
forged hammers, 386 before, 180 
after; wheelbarrows, 125 before, 
27 after. 

On several occasions Donald 
M. Nelson, Director of Purchases 
for OPM has alluded to the sub- 
ject in speeches. He recently 
said that the productive capacity 
of the United States for defense 
could be increased from one- 
fourth to one-third through the 
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elimination of unnecessary vari- 
ety in grades, sizes, types, and 
qualities of civilian goods. 

The office of Leon Henderson, 
Administrator of OPACS became 
interested in the subject. It al- 
ready had been discussed by his 
deputy, Miss Harriet Elliott, 
Consumer Division of OPACS 
with the Retailers’ Advisory 
Committee. These agencies, act- 
ing with the Department of Jus- 
tice, have been attempting to set 
up a workable plan that will in- 
volve cooperation of manufactur- 
ing, wholesaling and retailing in- 
terests. The Bureau of Stand- 
ards will be relied upon greatly 
for advice and administrative ma- 
chinery. But the actual work of 
examining the lines of merchan- 
dise with an eye to simplifica- 
tion will be done through the 
industry committees in OPM 
working with OPACS. 

The plan is not complete and 
no official statement will be made 
either by OPACS or OPM until 
it is. But the Retailers’ Advisory 
Committee, is able to say this 
much: 


“As strategic materials are 





rationed, steps will be taken to 
see to it that materials allotted 
for civilian goods are utilized ef- 
ficiently. It is the view of the 
government that it is not wise 
or efficient to fabricate any part 
of scarce materials into varieties 
of products that are seldom de- 
manded and which complicate 
manufacturing processes, swell 
inventories or reduce the effective 
supplies of such materials. 

“No one can say how far such 
a policy will strike at this time. 
It will be affected partly at least 
by the course of war in Europe. 
But we may be sure that what- 
ever is done will be done by 
cooperation between manufactur- 
ers and distributors and that the 
working of the plan will not be 
made to bear with unnecessary 
weight upon distributors. 

“For the present we advise 
everyone not to worry about un- 
necessary restrictions of fashions 
and styles. Common sense is 
being applied to the problem by 
defense agencies.” 


HARDWARE SQ. CLUB PARTY 


The Hardware Square Club is 
holding an Old Fashioned Clam 
Bake on July 26, at Water Witch, 
New Jersey. 





MacMAHON NAMED NORGE 
ADVERTISING MANAGER 


Appointment of Charles H. 
MacMahon as advertising man- 
ager of Norge Division, Borg- 
Warner Corp., Detroit, Mich., has 
been announced by vice-presi- 
dent in charge of sales, M. G. 
O’Harra. Concurrently, Mr. 
O’Harra named S. M. Adams as 
sales manager, Detroit Vapor 
Stove Division te fill the vacancy 
created by Mr. MacMahon’s ad- 
vancement. 

Mr. MacMahon comes to the 
new post with a broad back- 
ground of experience in both 
advertising and sales work. He 
was assistant vice-president in 
charge of advertising for the 
First National Bank, Detroit, 
from 1925 to 1932 and is a past 
president of the Detroit Adcraft 
Club and the Financial Adver- 
tising Association (national) 
from 1931] until 1932. His asso- 
ciation with Norge and D.V.S. 
Divisions of Borg-Warner Corpo- 
ration began in 1932. He has 
since served successively in the 
positions of field-salesman, prod- 
uct manager, regional manager, 
eastern sales manager, branch 
manager, and general sales man- 
ager of the D.V.S. Division. 


Owens-Illinois Can Company Creates 


Houseware and Premium Division 





HUGH KELLEHER 





Creation of a new “Decoware” 
division’ of Owens-Illinois Can 
Company, Toledo, Ohio, to handle 
housewares and premium sales, 
and appointment of Hugh Kelle- 
her as division manager has been 
announced recently by S. J. Me- 
Giveran, vice-president and gen- 
eral sales manager of the com- 
pany. 

Mr. Kelleher, who has been 
eastern district sales manager of 
the company, in his new capacity, 
will continue to make his head- 
quarters in New York. Arnold 
Nidecker of the company’s Kan- 
sas City office has been trans- 
ferred to Chicago to work exclu- 
sively on houseware and premium 
prospects and Ed Waesche of 
the New York office also will de- 
vote all of his time to this type 
ot zales. 
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VAN HOOGENHUYZE HEADS TEXAS JOBBERS; 
BUCK IS TEXAS BOOSTERS’ PRESIDENT 





OFFICERS OF THE TEXAS JOBBERS’ ASSN.: Left to right, 
Oscar J. Koepke. Corpus Christi Hdwe Co., chairman of the 
executive committee; D. P. Seay, Morrow-Thomas Hdwe. Co., 


second vice-president; N. F. 


Van Hoogenhuyze, Wm. Van 


Hoogenhuyze Hdwe. Co., president; Nat M. Johnson, Southern 
Hardware, secretary-treasurer, and Raoul Mueller, Tyrrell Hdwe. 
Co., member, executive committee. 


The Texas Wholesale Hardware | Southern 


Association and the Texas Hard- 
ware Boosters Club met jointly, 
June 20-21 at the Hotel Galvez, 
Galveston, Tex., for the 45th an- 
nual convention of the whole- 
salers’ association. 

Officers elected by the jobbers 
were: president, N. F. Hoogen- 
huyze, Wm. Van Hoogenhuyze 
Hdwe. Co., San Antonio; first 
vice-president, Gus C. Dittmar, 
F. W. Heitmann Co., Houston; 
second vice-president, D.  P. 
Seay, Morrow-Thomas Hdwe. Co., 
Amarillo, and secretary-treasurer 





Hardware, _ Dallas. 
Executive committee, chairman, 
Oscar J. Koepke, Corpus Christi 
Hdwe. Co., Corpus Christi; 
Raoul Mueller, Tyrrell Hdwe. 
Co., Beaumont; Bates Thatcher, 
Ed S. Hughes Co., Abilene, and 
J. W. Warren, The Schoellkopf 
Co., Dallas. 

Officers elected by the Boosters 
were: president, Fred C. Buck, 
U. S. Steel Corp., Houston; first 
vice-president, Harry A. Taylor, 
Piymouth Cordage Co., Chicago; 
second vice-president, Frank D. 
Winslow, Jones & Laughlin Steel 


(reelected) Nat M. Johnson,|Corp., Houston, and secretary- 





treasurer (reelected) Nat M. 
Johnson, Southern Hardware, 
Dallas. Executive committee: 
chairman, M. G. Lipscomb, Cav- 
ert & Lipscomb, Dallas; Le- 
Grande Kelly, Jr., Kelly Plow 
Co., Longview; Malcolm E. Reid, 
manufacturers’ representative, Dal- 
las; Dewey Godfrey, Remington 
Arms Co., Dallas. Advisory board, 
chairman, Dan M. Bell, Dan M. 
Bell & Co., Dallas; Paul H. Bowen, 
Penn Hdwe. Co., Dallas; C. B. 
Hasford, manufacturers’ repre- 
sentative, Dallas; Fred Q. Knight, 
Nicholson File Co.; Dietz Lusk, 
Henry Disston & Sons, Inc., 
Kansas City; J. Frank Boxwell, 
Yale & Towne Mfg. Co., Dallas; 
Lowell S. Pickup, The Stanley 
Works, Dallas, and W. E. Love, 
Gray & Dudley Co., San Antonio. 

L. S. Pickup, champion winner 
of the golf tournament received 
the Sam Houston Hotel Trophy 
and the Buccaneer Hotel Trophy 
as well as a handsome zipper 
bag. Other golf winners were: 
C. H. Babington, Plymouth Cord- 
age Co.; R. G. Vance, Bona 
Allen, Inc.; Robert Raymond, 
American Fork & Hoe Co.; C. 
Neal Turner, Atlas Tack Corp.; 
D. W. Pemer, Minnesota Mining 
& Mfg. Co.; J. S. Mickelson, Sam 
Houston Hotel; T. W. McAllis- 
ter, Southern Hardware; George 
Agee, Lamson & Sessions Co.; 
E. K. Pierce, Wm. Powell Co.; 
Willard H. Kreer, Templeton, 
Kenly & Co., and H. L. Arey, 


Stanley Tools. 





OFFICERS OF THE TEXAS BOOSTERS: Front row, left to right, Harry A. Taylor, Plymouth 
Cordage Co., first vice-president; Fred C. Buck, U. S. Steel Corp., president; M. G. Lipscomb, 
Cavert & Lipscomb, chairman of the executive committee; Dan M. Bell, Dan M. Bell & Co., 
chairman of the advisory board; Nat M. Johnson, Southern Hardware, secretary-treasurer. 
Second row, left to right, LeGrande D. Kelly, Jr.. Kelly Plow Co., executive committee; Dietz 
Lusk, Henry Disston & Sons Co., advisory board; Dewey Godfrey, Remington Arms Co., 
executive committee; Fred Q. Knight, Nicholson File Co., advisory board. Back row, left to 
right, C. B. Hasford, manufacturers’ representative, advisory board; Paul H. Bowen, Penn 
Hdwe. Co., advisory board, and Malcolm E. Reid, manufacturers’ representative, advisory boerd. 
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Promoted 





ROBERT RAYMOND 


Who has been appointed sales 

manager of the hardware divi- 

sion of the American Fork & 
Hoe Co., Cleveland, Ohio. 








STARLINE HOST AT 
GOLF PARTY 


Starline, Inc., Harvard, Ill., on 
June 20 was host to 150 whole- 
sale hardware and manufacturers’ 
men from various sections of the 
United States at the company’s 
annual golf party at the Big 
Foote Country Club, Lake Geneva, 
Wis. On the day’s program were 
luncheon, golf, a boat ride for 
non-golfers and a dinner. “Bun- 
ny” Harper, Harper & McIntire 
Co., won low net. Other winners 
were: 

L. V. Nasley; Ray Slack, Huey 
& Philp Hdwe. Co.; Cy Peck, 
The McKay Co.; John Holmes, 
Holmes Hdwe. Co.; N. R. Andrus, 
Norton Door Closer Co.; Win 
Baldwin, Rogers & Baldwin 
Hdwe. Co.; Andrew Cameron, 
Wright & Wilhelmy Co.; B. H. 
Elliott, Republic Steel Corp.; L. 
Jennings, Lamson & Sessions Co. ; 
L. L. Oakes, Tru-Test Marketing 
& Merchandising Corp.; Herman 
Kuehlke, Richards & Conover, 
Hdwe. Co.; Jules Kersten, Cord- 
age Sales Co.; Art Culver, Walk- 
er Hdwe. Co.; A. Purnell, 
Carnegie-Illinois Steel Corp., and 
E. E. Louis, American Steel & 
Wire Co. 


BECK & GREGG PLANS 
NEW BUILDING 


Beck & Gregg Hdwe. Co., 
wholesale hardware firm of At- 
lanta, Ga., is to erect a $250,000 
store and -warehouse, it has been 
announced by William A. Parker, 
president of the company. The 
new building will be a modern, 
five-story structure of approxi- 
mately 150,000 sq. ft. of space. 
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PAUL ZIMMERMAN BECOMES AIRTEMP 
VICE-PRES.-GEN. SALES MANAGER 


D. W. Russell, president, Air- 
temp Division, Chrysler Corp., 
Dayton, Ohio, has announced that 
Paul B. Zimmerman had been 
appointed vice-president and gen- 
eral sales manager. At the same 
time, Mr. Zimmerman announced 
his resignation as vice-president 
and treasurer of Grace & Bement, 
Inc., national advertising agency 
with headquarters in Detroit, 
Airtemp’s advertising and mer- 
chandising counsel. 

Mr. Zimmerman joined Grace 
& Bement, Inc., in 1939, as a 
partner, following his resignation 
as vice-president in charge of 
sales and assistant to the presi- 
dent of the Norge Division, Borg 
Warner Corporation. He has had | PAUL B. ZIMMERMAN | 

| 
| 





broad and varied experience in 
the distribution and marketing|the General Electric Company | 
of new products, having been|for more than 20 years prior to 
a sales and advertising official of | his connection with Borg Warner. 











$5,000 in Cash Prizes Are Offered 
in Locke Coal Heater Contest 


The Locke Stove Co., Kansas | U. S. Government census will be 
City, Mo., is sponsoring a contest | used for establishing county 
in which $5,000 is offered in| populations. 
prizes; five cash prizes of $500 First dealer cash prize in each 
each and 30 other cash prizes to | of the five classifications is $500; 
dealers and distributor salesmen. | second dealer prize, $125; third 

Both large and small dealers | prize, $100; fourth, $75; fifth, 
have a chance to win since the [ $60, and sixth, $40. A $100 cash 
United States has been divided | prize will be awarded to each of 
into five classifications, based | the five distributor salesmen who | 
on the population of counties.| sold “Warm Mornings” coal | 
Dealers compete only with deal-| heaters to the five dealers win- 
ers in markets of similar size. ning the first prizes. 

Prizes are awarded to dealers Although the contest started 
on the basis of the percentage of | May 1, dealers can enter at any 
“Warm Morning” heaters sold| time. Entries will be judged 
between May 1, 1941, and Nov.| Dec. 15, 1941, and winners an- 
30, 1941, compared to the popu-| nounced soon afterward. Dupli- | 
lation of the county in which | cate awards will be made in case | 
the dealer is located. The 1940 | of ties. 














KEYSTONERS PARTY | trophy, playing against the Key- | 


The Keystoners, Inc., held their | St©M€TS- -_ 
fourth annual birthday party, Elected officers of the Key- 
Wednesday, June 25, at the| Stoners are Robert Brown, Union 
Manufacturers Golf & Country Twist Drill Co., president; vice- 
Club, Orlando, Pa., with almost president, M. G. Hayden, Star 
450 in attendance. The day’s Expansion Bolt Co., and secre- 
activities consisted of golf, Junch- | ‘@TY-treasurer, Albert T. Crank, 
eon, swimming, a baseball game, Bay State Tap & Die Co. On 
dinner, and a floor show. J. M. the entertainment committee were 
Roach and J. W. Smith, Holo| Robert G. Barrington, Cleveland 
Krome Screw Corp. tied with low Twist Drill Co., Joseph De Jure, 
gross of 81 and were presented Charles Parker Co., and John J. 
with golf bags. Carter Bond, McCann, J. H. Williams Co. 
Chas. Bond & Co., won the kick-| Harry Fox and Lew Edwards, 
ers’ handicap with 73 net. In the | guests at the party, represented 
baseball game, the guest team,| The New York Boosters, and 
with Harold Frick, Smith Drum} Hardware Square Club, respec- 








& Co., as captain, won the baseball ! tively. 
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OF PROFITABLE 
SCREWDRIVER SELLING 


Union Hardware “Champions” are the 
kind of screwdrivers you can sell profit- 
ably to the growing number of farseeing 
customers who know it’s sound buying 
to pay a few more cents to get a lot 
more VALUE! Five styles and twenty- 
five sizes, from the 51% inch “Special” 
to the 401, inch machinist type, enable 
you to offer a genuine “Champion” no 
matter what the requirement. Use of 
the best tool steel, expertly tempered, 
and the exclusive construction feature 
which positively prevents the blade from 
twisting loose in the handle make every 
“Champion” one solid unit of strength. 
See your jobber about stocking or re- 
stocking ‘““Champions”—the top-quality 
line that has lived up to its name for 
half a century. 
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OPEN A COMPLETE 


WHEEL DEPARTMENT 





ON ABRASIVES 


GRINDING & 
ey WHEELS fe 





gp 


FOR ONLY $7.94 
(Including This Free Display) 

A grand low investment assortment of 

7 general purpose wheels (3-4”, 2-5”, 

2-6",) made by “the largest producers 


of grinding wheels, artificial abrasives 
and oilstones” — Norton Company. 


(Reducing Bushings for standard spindles supplied Free) 


This 708-A wheel assortment 


Sellsfor . . . . $11.91 
Costsonly .. . 7.94* 


Profit . - . . $3.97 


QUADRUPLE YOUR WHEEL SALES 
— OTHERS HAVE 


a 


Ask Your Jobber About 


NORTON ABRASIVES 





“All prices for Denver and East 


BEHR-MANNING 


DIVISION OF NORTON COMPANY 


TROY, N. Y. 


Did you see our ad on the opposite page 











STOVE MEN CONSIDER 
EMERGENCY POLICIES 


Urging all stove men to rec- 
ognize the fact that the problems 
now facing the stove industry 
are the most serious in its his- 
tory, Robert T. Frazier, vice- 
president of the Cavalier Corp., 
Chattanooga, Tenn., and presi- 
dent of the Institute of Cooking 
and Heating Appliance Manu- 
facturers, Washington, D. C, 
opened the summer convention 
of the institute on June 12 at the 
Netherland Plaza Hotel in Cin- 
cinnati, Ohio. 

Mr. Frazier said that the stove 
industry’s shipments for the first 
five months of the year, as re- 
ported to the institute, were up 
41.65 per cent, with unfilled or- 
ders up 112 per cent over 1940. 
Mr. Frazier said that according 
to the Federal Reserve Board re- 
tail sales nationally are up 17 
per cent. Retail sales unofficially 
have been increasing consider- 
ably since these last Government 
reports were issued, indicating 
that dealers are building up 
stocks and getting their inven- 
tories in good shape for summer 
and fall business, according to 
Mr. Frazier. 

Continuing his discussion of 
the current business situation, 
Mr. Frazier emphasized the fact 
that finance companies handling 
commercial paper on appliance 
sales are already restricting time 
payments in many cases to a 
maximum of 12 months. They 
are recommending that every ac- 
count be scrutinized with great 
care, particularly if a creditor is 
of draft age. 

Willard R. Baker, works man- 
ager of The Moore Corp., Joliet, 
Ill., told of the material situa- 
tion in the stove industry at the 
present time. According to Mr. 
Baker, with the largest pro- 
dueers operating above normal 
rated maximum capacity, the 
consumer goods industries face 
inevitable shortages of steel. Mr. 
Baker was of the opinion that 
this has been partially due to the 
efforts of manufacturers who 
have created a shortage in an ef- 
fort to avoid one. He expressed 
the hope that voluntary coopera- 
tion of industry with General 
Metals Order No. 1 will prevent 
undue increases in inventories 
and make further Governmental 
restriction unnecessary. The pos- 
sibility that stove manufacturers 
may be able to replace some of 
their present steel requirements 
by using Bessemer steel pro- 
duced a faint ray of hope. 

Mandatory control of alumi- 
num makes the search for sub- 
stitutes for this product of vital 





SAMUEL DUNCKEL 
Managing Director 
The Institute of Cooking 
and Heating Appliance 


Manufacturers 


importance. According to Mr. 
Baker, the future outlook for 
pig iron is not too good, but 
for the present, stove manufac- 
turers will experience principal 
dificulty in getting iron to 
meet their exact requirements 
as to analysis. 

Since one half of the world’s 
supply of copper is produced in 
North America it is hoped that 
copper restrictions will not be 
too stringent, although deliveries 
at present are extremely slow, 
Mr. Baker pointed out. Most 
producers are keeping up their 
scheduled deliveries of vitreous 
enamel in good shape and un- 
less stove manufacturers “over- 
buy,” 
ticipate little difficulty in meet- 
ing normal requirements. Syn- 


frit manufacturers an- 


thetic paints are much in the 
same position as vitreous enamel 
and substitutes have been de- 
veloped by the paint manufac- 
turers which can be used when 
necessary. 

Although there will be a de- 
lay in deliveries on lead and 
zinc, Mr. Baker did not believe 
that the stove industry would 
suffer too much from shortages 
of these materials. He also was 
of the opinion that present short- 
ages of lumber are due mainly 
to rapid consumption of dry 
lumber stocks and new supplies 
should be available shortly. 

As an antidote for these short- 
ages it was recommended: That 
all stove companies adhere strict- 
ly to General Metals Order No. 





1 in the hope of avoiding more 
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stringent regulation of inven- 
tories; that production be sched- 
uled in such a way as to extend 
operation of plants for the long- 
est possible period based on ma- 
terials now available, and that 
good will be created among em- 
ployees and dealer organizations 
by explaining the material situa- 
tion in detail to them. 

The subject of substitutes was 
covered by Alvin G. Sherman, 
consulting engineer for the Globe 
American Corporation of Koko- 
mo, Ind., who said, “The word 
‘substitute’ has recently taken on 
a new meaning in industrial life 
and means infinitely more than 
it formerly implied. American 
peacetime industry must decide 
to go ‘all out’ for substitutes if 
it is to carry on with any degree 
of normalcy. 

“Only the proper use of sub- 
stitutes intelligently applied can 
keep our industry in a relatively 
safe position as regards the sup- 
ply of steel. I would make this 
wild guess that if steel were com- 
pletely eliminated from our use 
we would still be cooking on 
stoves made, perhaps, of plas- 
tics, glass, clay products, fiber 
board, fireproofed wood, pulp 
wood, or who can imagine what 
other material!” 

Discussing current labor rela 
tions problems, F. H. Guthrie, 
general factory superintendent 
of the Newark Stove Company, 
said that he felt manufacturers 
are not taking full advantage of 
the privileges given them under 








the draft law. He urged man. | 
ufacturers to become more 
familiar with the draft board 
proceedings in their commun- 
ities and take whatever steps | 
they can to keep their trained | 
personnel organizations intact. | 

The Oil Division meeting de- | 
veloped plans for a campaign | 
of publicity to be directed to 
dealers and_ distributors to 
counteract the unfavorable and 
inaccurate statements which | 
have been issued in regard to | 
oil shortages. In this connec- 
tion, the Institute will publish 
a pamphlet to receive wide dis- 
tribution among dealer organi- 
zations, setting forth the true 
story in regard to existing oil 
supplies and pointing out that 
any impending shortages on the 
eastern seaboard are due solely 
to temporary dislocations of 
transportation facilities. Copies 
of this pamphlet may be se- 
cured from the Institute office. 
Shoreham Hotel, Washington, 
Bm C. 


PHILADELPHIA CLUB 
GIVES A PARTY 


The Housewares Club of Phila- 
delphia, staged its final affair of 
the season, Friday, June 12, at 
the Phoenixville Country Club. 
A golf tournament and exhibi- 
tion tennis matches had _ been 
planned, but were cancelled due 
to inclement weather. However. 
more than 100 guests enjoyed 
a Pennsylvania Dutch dinner. 











FACTORIES FOR DEFENSE: S. Horace Disston, left, president 
of Henry Disston & Sons, Inc., Philadelphia, Pa., lays the cor- 
nerstone of the new boiler house, an addition to the Disston 
plant. On the same day the new U. S. A. Philadelphia armor 
plate plant, which the company will operate on a lease basis for 
the War Department, was dedicated. Brig..Gen. C. T. Harris, 
Jr., assistant to Chief of Ordnance, U. S. Army, looks on. The 
new plant will triple Disston’s capacity for fabricating and heat 
treating armor plate. 
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BETTER PROFITS 


FROM BETTER PACKAGES 





HANDYPAK | Sane irene 


20 swe, 
43soarye 







[Oar 
Cars MEDiUne 
' 





PRICE: Sells for 10c: you make a minimum 
of 44% on sale. 


CONTENTS: 20 quarter-size sheets. 
GRITS: Popular assortment. 


QUALITY: No better made—Barney the Bear 
Brand is tops. 


DISPLAY: A red, white and black carton—a 
better salesman than open tables. 








1 | SANOPS 


NEATPAK = 
a —_*lf 





. « « More bright 
displays, with the 
easy sliding trays. You are 
protected from loss, waste _ 
or damage; give your customer clean, pre- 
sentable sandpaper. Stock control is simple, 
each grit in its own drawer, plainly marked. 


BEHR-MANNING 


(DIVISION OF NORTON COMPANY) 


TROY, N. Y. 


Did you see our ad on the opposite page? 
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NEW PRODUCTS PRESENTED AT SALES 


CONFERENCE OF MANNING, BOWMAN & CO. | 


Presentation of several new 
that are being added to 
the company’s line and a pre- 
1941-42 merchandising 
and advertising plans were the 
the 83rd annual 
conference of Manning, 
Bowman & Co., held at Meriden, 
Connecticut, June 9th through 
13th. Salesmen and district man- 
agers from throughout the coun- 
try were in attendance for the 
four-day meeting, enthusiastically 
proclaimed as the 
gathering of its kind in the com- 


items 
view of 


highlights of 


sales 


outstanding 


pany’s history. 

New appliances and giftware 
items about to appear under the 
Manning-Brown trade mark were 
introduced by A. L. Wilkinson, 
vice-president in charge of sales, 
and include the company’s new 
automatic two-slice toaster, “The 
Toaster with the Tester,” “Long- 
Last” model 
heating pad, several new models 


percolator, new 


of baby ° hottle warmers, new 
Tip N’ Turn toaster, new auto- 
matic egg cooker, and others. 


Mr. Wilkinson revealed that the 
company’s fall plans were built 
around the theme of the Man- 
ning-Bowman “Quality Quins,” 
five of the company’s most popu- 


lar appliances singled out for 
special promotion. He also 
spoke on “Utility, Dealer and 


Department Store Selling,” 


lining the possibilities for further | 
adding to the company’s already | 


substantial volume in these fields. 


The recent sale of the control- 


ling interest in Manning-Bow- 
man was disclosed at the 
ing, and J. A. Underwood, speak- 
ing for the 


pledged a 


meet- 
new management, 


continuation of the 


out- | 


manufacturing and merchandis- 
ing policies that have been identi- 
fied with Manning-Bowman oper- 
ations for so many years. 


Merchandising and advertising | 


plans for the coming sales season 


were outlined by W. R. Freeman, 


assistant general sales manager, 


and Franklin Owen of Kenyon & | 


Eckhardt 

New York. 
A feature of the meeting was 

a testimonial dinner tendered to 


Advertising Agency of 


H. B. O’Brien, retiring president, | 


Wednesday night, June llth, at 
Ye Old Castle Inn, 
Point, Saybrook, Conn. Marked 
by a program of entertainment 
supplied by members of the sales 
and presided over 
Mirrielees, division 


organization 
by H. S. 
manager at New York, the dinner 
was further heightened by the 
presentation to Mr. O’Brien of 
a Scroll of Friendship signed by 
some 100 key persons in the or- 
ganization and a leather chair 
for his hunting and fishing lodge 
at Mt. Vernon, Maine. 

Enlivening 
sessions of the conference was a 


forum on the topic: “If I Were 


Running This Business 


| Squawks, Criticisms and Sugges- 
g 


tions” and marked by voluntary 


| participation on the part of every 


salesman present. 

Recent substantial additions to 
Manning-Bowman’s manufactur- 
ing facilities, including extensive 
new automatic plating equipment 


and new equipment devoted to | 


the processing of the company’s 
Peacock Plate line were high- 
lights of an _ individually con- 


ducted factory tour for each of | 


the salesmen in attendance. 


Cornfield | 





one of the daily | , y ; . 
“ | dent, at the testimonial dinner attended by company executives 








| The “Wattsit”, a hybrid trophy, embodying elements of several 
| of the most popular products of Manning, Bowman & Co., 


Meriden, Conn., was presented to H. B. O’Brien, retiring presi- 


and sales representatives. 








FIRE RAZES VIKING AIR 
CONDITIONING PLANT 


Fire totally destroyed the fac- 
tory and warehouse of the Viking 
Air Conditioning Corp., Cleve- 
land, Ohio. The office building 
which adjoined the main factory 
building was saved and most of 
the company records, etec., were 
not damaged. Temporary manu- 
facturing facilities have already 
been arranged for and the com- 





pany expects to be in limited pro- 
duction within a week or two. 


OFFICERS, FLORIDA ASSN. 


At the recent annual conven- 
tion of the Florida Retail Hard- 
ware Association at Orlando, 
Fla., officers elected were: presi- 
dent, M. E. Ozee, Miami; Carrol 
Smith, Winter Haven, vice-presi- 
dent, and W. W. Howell, Way- 


cross, Ga., reelected secretary. 





NEW ORLEANS ENTERTAINS: More than 175 hardware men, their wives and guests were entertained by the New Orleans Hard- 

ware Club at a recent shore dinner. The Club will again be host to hardware men during the Congress of the National Retail 

Hardware Association, July 14-17, and has planned a series of entertainment features under the direction of Albert Kussmann, Jr., 
Kussman Hdwe. & Plumbing, a past-president of the Club. C. E. Vetter, Vetter’s Hdwe., is president. 
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OBITUARIES 





GEORGE C. BRADY 
George C. Brady, 56, manager 
of sales service for the Yale & 
Towne Mfg. Co., Stamford, 


GEORGE C. BRADY 


Conn., passed away June 16 after 
a heart attack. Mr. Brady had 
been in the service of Yale & 
Towne for 41 years. He started 
as an errand boy and in one year 
had so impressed his superiors 
with his qualities that he was 
transferred to an apprentice 
course in business practice. From 
that time on his progress was 


steady and consistent, being pro- | 


moted through several gradua- 
tions of service until he became 
manager of sales service. 

Mr. Brady leaves his widow 
and a son, G. Sterling Brady, of 


New York. 


BEN WILLIAMSON 
Ben Williamson, 76, prominent 
wholesale hardware man and 
United States Senator, passed 


away June 24. Mr. Williamson | 


was elected to a short term in 
the Senate in 1930, serving until 
March 4, 1931, when the late 
Senator M. Logan Mills took 
office. 

Mr. Williamson had long been 
engaged in the hardware, coal, 
and banking businesses. He 
founded the wholesale hardware 
business of Ben Williamson & 
Co., Ashland, Ky., in 1886, and 
was president of the company for 
many years. 

Mr. Williamson was also in 


the coal and banking business in | 
eastern Kentucky and southern 


West Virginia. He was one of 
the founders of Williamson, W. 


JULY 10, 1941 


Va., and of the First National 


Bank of Williamson of which he 
became chairman of the board. 
He also served as vice-president 


of the MeClintock-Field Co. 


CHARLES P. QUIGLEY 

Charles P. Quigley, 58, head 
of the contract sales depart- 
ment of P. & F. Corbin, New 
Britain, Conn., died June 16 at 
his home after an illness of 
three weeks. Employed by P. & 
F. Corbin for 36 years, he was 
in charge of the contract sales 
department for many years and 
had a large acquaintance in the 
hardware industry throughout the 
country. 

Besides his widow, he is sur- 


|vived by his son, Charles Nel- 


son Quigley, movie actor of Bev- 
erly Hills, Cal.; a daughter, 


Mrs. Alan Hale of New York; 


two brothers and two grand- | 


children. 


JOHN DONNAN 


John Donnan, 84, former prom- 
inent Richmond, Va.,: hardware 
merchant and former secretary 


|of the Southern Hardware Job- 


bers’ Association, passed away 
June 24. 

Mr. Donnan started his career 
with the W. S. Donnan Hdwe. 


Co., but left the firm to become | 


secretary of the Southern Job- 
bers’ Association of which he 
had also been president at one 
time. He retired as secretary- 
treasurer in 1929 and in recent 


years had served on the Asso- | 


ciation’s advisory board. 


He is survived by two nieces, | 
and a nephew, F. Maxwell Con- | 


manager of the W. S. Donnan 
Hdwe. Co. 





JOHN DONNAN 


| ner, vice-president and __ sales | 
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STRENGTH 


Just as nature endowed the 
elephant with amazing strength, 
so have designing and scien- 
tific methods embodied unusual 
strength in the ABW Solid 
Shank Shovel. 


To say this famous shovel is 
the strongest shovel made, is no 
idle claim, for tests have proven 
its superiority and widespread 
consumer satisfaction substanti- 
ates this claim in performance. 
Two features are mainly respon- 
sible for this unusual strength: 


1—The Patented ABW Shock 
Band, which adds substan- 
tially to the handle strength. 


2—The blade and socket made 


from one solid piece of steel. 


Add to these features the quality 
of the steel, the heat treating 
process, and the Second Growth 
Northern Ash Handle and it is 
easily understood why the ABW 
Solid Shank Shovel is the strong- 
est shovel made. The D Handle 
Shovel is equipped with the 
famous ABW Armor-D Handle 
—the most perfect handle made. 


Ask your Jobber 
Wl ABW PRODUCTS 


Shovels Rakes 
AM E s Post Hole 


Spades 
Since Scoops Diggers 
Forks Agricultural 
1774 Hoes Handles 


AMES BALDWIN WYOMING CoO. 


PARKERSBURG, W. VA. * NORTH EASTON, MASS. 





PREPARE | 
or CALLS | 


Widespread advertising of the 
many advanced features of this out- 
standing value among double bar- 
rel shotguns will stimulate a strong 
demand for this Stevens-built gun. 












When you see all it offers to the 

shooter, you'll agree it’s the most 
sensational “double” value on the 
market today. 


No. 311 


SPRINGFIELD 


BRAND 
DOUBLE BARRE 
SHOTGUN 


to retail at $9 4? 


This gun enables you to give your cus- 
tomers the most in fine shooting qualities 
for their money. | 


Modern, 
design. 





* streamlined, hammerless 


Well-proportioned stock of hand- 
some walnut, with correctly shaped 
grip. 

Trim, light, accurately bored barrels 


with matted rib contribute to ex- 
cellent balance. 


Tapered locking bolt automatically 
takes up wear, maintains tightlockup. 


Walnut fore-end held in place by 
— spring latch that prevents 
shooting loose. 


Case-hardened box frame. 
No wonder shooters who will read 
about these advertised features will 
be calling for this amazing value. 
Mark it down on your want list to 
order from your jobber on his next 
visit. 

J. STEVENS ARMS COMPANY 

Division of Savage Arms Corporation 


Dept. L-58, Chicopee Falls, Mass. 











OTTO L. SCHUMANN | sale for orphans and under. 
Otto L. Schumann, 72, one of | Privileged children of Denver. 
| He had been president of the 
| Mountain States Hardware As- 
| sociation, and had also been 
| president for several years of a 
state undertaker’s association. 
For five years he was a state 
blind commissioner, and _presi- 
dent of the Adult Blind Home of 
Colorado. He was a member of 
Knights Templar, El Jebel 
Shrine, the Lions Club, and a 
director of the Denver YMCA. 

Mr. Schumann is survived by 
his window and a son, Kenneth 
of Denver. 


the West's best-known hardware 
dealers, died Sunday, June 22, at 


HENRY C. KELLY 


Henry C. Kelly, 60, former 
president of the New York State 
Retail Hardware Association, 
passed away June 26 at his home 
in Canandaigua. Mr. Kelly was 








OTTO L. SCHUMANN 


|also former commissioner of 
| public works. 
his home in Denver, Colorado, | BERT KRAUSS 


after an illness of almost a year. | 
Mr. Schumann’s early business| Bert Krauss, 41, salesman in 
; | 


experience was in Fairbury, Ne- | the southern territory for the 





| business. 


braska, where he was engaged in 
the furniture and undertaking 
He came to Denver in 
1920, founding the York-Colfax 
Hardware Co., where he was ac- 
tive until the time of his illness. 
His store was one of the first in 
the country to develop time-pay- 
ment plans for hardware, and 
each year sponsored a charitable 


(Washington Bureau 
of HARDWARE AGE) 


Refrigerator manufacturers 
have been asked by Leon Hen- 
derson, administrator of the Of- 
fice of Price Administration and 
Civilian Supply, to refrain from 
making additional price advances 
without first discussing the pro- 
posal with the officials of the 
OPACS. 


Mr. Henderson reminded lead- | 


ing manufacturers, which make 
97 per cent of the industry’s out- 
put, that continuance of upward 
price trends in the refrigerator 
and other industries would result 
inevitably in inflation. OPACS, 
he said, is currently studying the 
markups in household refrigera- 
tor prices in an effort to deter- 
mine the justification, if any, of 
recent price advances. 

“We are deeply concerned over 
the fact that the price of refrig- 
erators has risen considerably 
during recent months,” Mr. Hen- 
derson wrote. “If such price in- 
creases continue in this and 
other industries, the inevitable 
result will be inflation and de- 
moralization not only in your in- 


| Diamond Expansion Bolt«Co., 
New York City, passed aWay. sud- 
denly June 14. Mr. Krauss made 
his home in New Orleans, La., 
and for 16 years had covered the 
same territory for the Diamond 
Expansion Bolt Co. He traveled 
the states of Texas, Mississippi, 
Louisiana, Alabama, Georgia, 
and the Carolinas. 





in Refrigerator Prices 


| dustry but throughout the eco- 
| nomic system. 
“Pending a determination as 
|to the justification of your re- 
| cent increase we request that you 
make no additional advances in 
prices until you have discussed 
| the matter with us. We shall be 
| glad to arrange for such discus- 
| sions at your convenience.” 


TO SHOW SPECIALTY 
LINES IN PAC. NORTHWEST 


Edward F. Colcok, 516 Ter- 
minal Sales Bldg., Seattle, Wash., 
selling agents for greeting cards, 
lamps, shades, novelties, gift- 
wares, pottery, decorative acces- 
sories, will show the lines of 
merchandise they represent at 
the Portland, Ore., July 20-25, 
and at the New Washington 
Hotel, Seattle, Wash., Aug. 5-9, 
during the “Allied Companies” 
Market Weeks. These markets 
are in their fifth year and are 
composed of a group of factory 
agents and salesmen in the Pa- 
cific Northwest. 
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BONDS FOR DEFENSE. 


“UNITED 
STATES 





K 





Modeled after the original Minute 


Man statue by famed sculptor Daniel Chester French, symbolic 


of the alertness of Americans in 


time of national emergency, is 


the figure of the “embattled farmer” which appears on the 
Treasury Department’s Defense Savings Posters. 


Americans Are Saving $100,000,000 a Week 


An official announcement by} 
the Treasury Department tells 
that Americans are giving Uncle 
Sam $100,000,000 a week to save 
for them—and receiving in re- 
turn Defense Savings Bonds and | 
Stamps. The Defense Savings 
Program of the Treasury Depart- 
ment involves the sale of Federal 
securities to as many people as 
possible in an effort to build as 
large a reserve as possible against 
any slump which follows the end 
of America’s all-out war produc- 
tion. 

The cash involved in the pur- 
chase of Defense Savings Bonds 
is put to work at once to protect 
the freedom of the country. At 
the same time, the bond protects 
the individual against financial 
consequences of a post-war re- 
adjustment. Thus, the program 
achieves a two-fold purpose. 

There are three types of De- 
fense Savings Bonds, designed to 
meet the needs of all people. The | 
Series E, or “people’s bond,” 
however, is the one of particular | 
interest to the average American | 
man, woman and child. This} 
investment preserves the char- 
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acter of the Savings Bonds which 
have proved so popular since 
they were first put on sale March 
1, 1935. 

These Series E Bonds may he 
bought for $18.75, $37.50, $75, 
$375 and $750. 
value in ten years to $25, $50, 
$100, $500 and $1,000, respec- 
The annual 
yield is 2.9 per cent a year, coi- 


They grow in 


tively. investment 
pounded semi-annually, when a 
bond is held to maturity in ac- 
cordance with a table of redemp- 
tion values printed on the face 
of the bond. 

Series F, also an appreciation 
bond, is issued at $74, $370, 
$740, $3,700 and $7,400. These 
bends mature in 12 years to $100, 
$500, $1,000, $5,000 and $10,000. 
Series G is designed to meet the 
demand for a current 
bond. These are issued at par 
and may be purchased in de- 
nominations of $100, $500, $1,000, 
$5,000 or $10,000. Series G 
Bonds bear interest of 2.5 per 
cent paid semi-annually by [rea- 
sury check. 


income 


In addition to individuals, these 


two series of bonds may also be 


registered in the name of any 


corporation, association, partner- 
ship or trustee. 

If an individual should be 
pressed for cash, the Treasury 
will redeem the bonds before 
maturity. The full faith and 
credit of the United States Gov- 
ernment are behind all of these 
bonds. 

Defense 
for the convenience of purchasers 
who cannot afford to pay $18.75 
at any one time. These stamps, 
on sale at post offices throughout 
the country and at many other 
outlets, are issued with handy 
devices for safe keeping. On the 


Savings Stamps are 


purchase of a $10-cent stamp, a} 


card is furnished for mounting 
25 of these stamps which may 


250 ENJOY DINNER OF 
WESTCHESTER DEALERS 


More than 250 members and 
guests attended the 29th an- 
nual shore dinner and dance of 
the Westchester Hardware Deal- 


| ers Association held Wednesday 








evening, June 25, in the Empire 
Room of the Hotel Gramatan, 
Bronxville, N. Y. Hardwaremen 
and their ladies from all parts 
of the metropolitan New York 
area attended. An excellent din- 
ner was followed by an unusually 
fine bill of professional enter- 
tainment, including musical nov- 
elties and a magician, the eve- 
ning’s festivities being concluded 
with a dance. 
Arrangements for the party 
were in charge of an entertain- 


ment committee headed by Harry | 


P. Hoblin, Bronxville, assisted 
by Charles L. 
3rewer, both of Mamaroneck. Of- 
ficers of the association are: Fd- 
ward Vetter, New Rochelle, pres- 
ident; Mr. Brewer, 
dent; Walter L. Boese, Mama- 
roneck, secretary, and Samuel L. 
Riley, Scarsdale, treasurer. 


vice-presi- 


TRAVELIERS CLUB 
HOLDS GOLF TOURNAMENT 


The Southeastern Traveliers 


Club, an organization of hardware | 


and mill supply salesmen travel- 


ing in the southeastern states, | 


recently held its second annual 
golf tournament at the Druid 
Hills Golf Club in Atlanta, Ga. 
Tom Robertson, Columbian Rope 
Co., won a prize for low gross 
score, and T. W. McAllister, sec- 
retary of the Southern Hardware 
Jobbers Association, turned in 
low gross. Other 
prize winners were H. E. Newell, 
Harris Carlock, George Stanley, 


the second 


Tiffin and John | 


then be exchanged for $2.50 
worth of the larger sizes. With 
the purchase of a 25-cent, 50- 
| cent, $1 or $5 stamp, an attrac- 
tive pocket album is given free 
in which to mount the stamps, 
which may be exchanged later 
for a bond. 

| Secretary Morgenthau has an- 
nounced that the Treasury’s De- 


| . . . 
| fense Savings Program is to be 


|a continuing effort. 

“There are no quotas for the 
country or for any community in 
it,” is the way the Treasury Sec- 
retary phrases it. “There is no 
time limit. A major object of 
this program is to give the Amer- 
ican people the habit of sys- 
tematic saving for their country’s 
sake and for their own.” 


A. R. Kivette, Marion Davis, W. 
C. Cornu and J. M. Goodwin. 

| After the golf tournament a 
dinner meeting was held on the 
terrace of the club. The appli- 
cations of twenty-one new mem- 
bers were considered and ap- 


proved at this meeting. 

In addition to those already 
mentioned, members who par- 
ticipated in this outing were W. 
H. Burkitt, H. C. Carby, Jack 
Chambers, C. E. Ewing, Paul 
Gant, P. C. Hobson, G. L. Me- 
Brien, R. S. Martin, 
Pitts, Frank Ross, and Ira Valen- 
| tine. John Braswell, R. L. Me- 
| Lean, Otto Shipley, Arthur Kee- 
|ble and E. E. 
guests. 


> 
| 


| 


George 


Bengston were 





COVERS NEW JERSEY FOR 
| DIAMOND EXPANSION BOLT 


Charles Fuhrer has been ap- 
| pointed to cover the New Jersey 
territory for the Diamond Expan- 
| sion Bolt Co., New York City. 
| Mr. Fuhrer, who has been assis- 
|tant to Ralph S. Allen for sev- 
|eral years, succeeds Carlton H. 
| Bunker in that territory, Mr. 
| Bunker having been appointed 
|to the positions of vice-president 
land sales manager for the com- 
| pany. 
SIMPLIFIED PRACTICE 
FLASHLIGHT CASES 

Printed copies of Simplified 
| Practice Recommendation R68- 
| 41 Metal and Non-conducting 
| Flashlight Cases, are now avail- 
| able, according to National Bu- 
| rea of Standards, Department 
lof Commerce. This recommen- 
dation covers standard types and 
styles, with number and size of 





cells, for nonfocusing, focusing, 
and prefocused flashlights. 
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ACATIONS 


that hardware jobbers’ buyers are plan- 
ning--when and where they are going and 
what they are going to do. Compiled by 
Hardware Age as a service to its readers 


Alabama 


BIRMINGHAM: Wimberly & Thomas Hdwe. Co., 
Inc... W. B. ENGLAND, buyer of house furnishings, 
hotel and restaurant lines, on vacation Aug. 9-19, motor- 
ing. 

Arizona 
TUCSON: Albert Steinfeld & Co., Inc., B. L. LLOYD, 


buyer electrical and plumbing on vacation, Aug. 1-14. 
) I a £ 


Arkansas 
HOT SPRINGS: Stearns Hdwe., Inc., H. M. HARD- 
ING, buyer of sporting goods, on vacation Aug. 3-11, 
motoring to Mexico and fishing. 


LITTLE ROCK: Fones Bros. Hdwe. Co., OWEN 


LYON, buyer of builders’ hardware, on vacation Aug. 


1-18, motoring. 

PINE BLUFF: Fox Bros. Hdwe. Co., A. C. GROVES, 
buyer of builders’ hardware, paint, electric appliances. 
and miscellaneous items, on vacation July 21 to Aug. 2. 
motoring to Ozarks, fishing. W. M. RYLAND, on vaca- 
tion Aug. 3-18. 

TEXARKANA: Burrman-Pharr Hdwe. Co., TOM G. 
CHURCHILL, buyer of tools, agricultural supplies, plow 
shapes, housewares, stoves, on vacation July 7-July 14, 
motoring to northern Arkansas, traveling and fishing. 


California 


LOS ANGELES: Union Hdwe. & Metal Co., O. E. 
BEAN, buyer of steel, wire products, bolts and washers, 
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tubing, rope, plates, and cold rolled steel, on vacation 
July 26-Aug. 11. G. E. RICHMOND, buyer of sporting 
goods and cutlery, on vacation, July 28-Aug. 11, motor- 
ing in California. L. K. THORPE, buyer of builders’ 
hardware, on vacation Aug. 18-Sept. 1. JACK PETER- 
SON, buyer of fishing tackle, on vacation Aug. 1-18, 
motoring to Wyoming, fishing. HARRY W. CLAIR- 
MONT. buyer of china, glass, lamps, and gift wares on 
vacation Aug. 11-25. 

SAN DIEGO: Western Metal Supply Co., H. H. 
STUART, buyer of fishing tackle, arms and ammuni- 
tion, garden and chrome furniture, toys, wheel goods, 
canvas and rubber footwear, athletic goods, pocket 
knives. outboard motors, on vacation Aug. 16-25, motor- 
ing to Lower California, fishing. 


Colorado 
PUEBLO: Holmes Hdwe. Co., H. L. STOME, buyer 
of stoves, fishing tackle, work gloves, on vacation July 
26-Aug. 21. 
Florida 
TAMPA: Knight & Wall Co., FRITZ J. FRIEBEL. 


buyer of sporting goods, automotive equipment, welding 
equipment, marine hardware and driver tools, on vaca- 
tion Aug. 1-Sept. 1, by boat to Ten Thousand Islands, 
fishing. 
Georgia 
ATLANTA: King Hdwe. Co., JEFF HUTCHINGS, 
en vacation Aug. 16-27, motoring. 
ATHENS: Athens Hdwe. Co., SAM NICKERSON, 


on vacation Aug. 2-Sept. 1, by train to Maine. 
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Georgia 
MACON: Peeler Hdwe. Co., G. M. YATES, buyer of 
all general hardware lines except heavy hardware, on 
vacation July 1-Aug. 1, at St. Simonds Is., Ga. 


Idaho 
LEWISTON: Erb Hdwe. Co.. Ltd., M. M. MURRAY. 


buyer heevy hardware, tools, general, on vacation Sept. 
i-15, motoring along the West Coast. A. L. BARNES. 
buyer of sporting goods, household, electric, on vacation 


dalia, Ohio, competing in Grand American trapshooting 
tournament. 


Kentucky 


ASHLAND: Ben Williamson & Co., Inc., MILLARD 
DEERFIELD, buyer of wiring devices, lighting fixtures, 
electric fans, switches, and motor controls, on vacation, 
Aug. 14-25, motoring to Norris Dam, Tenn., fishing. 

LOUISVILLE: Belknap Hdwe. & Mfg. Co., H. W. 
SPENCER, buyer of furniture, floor coverings, drapery 
hardware, on vacation Aug. 1-Sept. 1, motoring, boat, 
train, and plane, in the Northwest, fishing and camping. 





in August. 


Illinois 
ELGIN: Muntz & Lea Co., W. B. MUNTZ, on vaca- 
tion Sept. 22-Oct. 5, motoring to Ontario, Canada, 
fishing. 





Indiana 
EVANSVILLE: Boetticher & Kellogg Co., F. A. 
GILLICK, buyer of housewares, velocipides, poultry sup- 
plies, harness, coal, gas, and oil stoves, on vacation, 


Aug. 1-11. 


RICHMOND: Miller Bros. Hdwe. Co., 
MEEKS, on vacation Aug. 4-18. 





Louisiana 


NEW ORLEANS: Woodward, Wight & Co., A. P. 
TEXADA on vacation in August. 

A. Baldwin & Co. Inc., D. A. TICKELL, buyer of 
builders’ hardware, plumbing, electrical, screens, on 
vacation July 14-28, in Chicago. 


RAY R. 


Kansas 


ATCHISON: Blish, Mize & Silliman Hdwe. Co., 
R. E. MICHAELS, buyer of sporting goods, and auto 
accessories, on vacation Aug. 16-25, by plane to Van- 


Maine 
HOULTON: Almon H. Fogg Co., P. H. CAMPBELL, 






An eye-catcher and a salesmaker 
every dealer should have 


@ Targo is “velvet,” Targo sales are extra sales—and Targo 
equipment in use means a steady, profitable repeat business 
in Targo Targets and ammunition. A great opportunity to 
cash in on the growing popularity of this sensational, new, 
miniature aerial target shooting game. 


ONE MAN - LOW cost 
Reriat SHOOTING 


A colorful, modern display (of solid wood and plywood) 
for window, floor or wall, FREE with the purchase of 2 Targo 
guns (Model 42TR), 3 Targo No. 1 Traps, 2 Targo Hand 
Trap Frames and 1000 Targo B1 Targets—part of which mer- 
chandise is mounted on the display. It will make your store 
Targo headquarters. 


Order through your distributor. Display shipped FREE 
with merchandise assembled on it as shown. Do it today. 


1607 St. John St., New Haven, Conn. 
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buyer of all lines except fishing tackle, paints, lead, 
and cement, on vacation Aug. 2-11 and Aug. 30-Sept. 8, 
motoring. O. B. SMART, buyer of fishing tackle, on 
vacation, Aug. 18-31, motoring to Grand Lake, Me., 
camping. 


LEWISTON: Hall & Knight Hdwe. Co., L. E. RICH, 
on vacation, Aug. 18-Sept. 2. 
PORTLAND: Edwards & Walker Co., N. A. DOUG- 


LAS, buyer of sporting goods, camping equipment, 
arms and ammunition, dog goods, police and military 
goods, on vacation, Oct. 18-27. 





Maryland 


BALTIMORE: David Kaufmann’s Sons, PAUL R. 
HOHMAN, buyer of hardware and housefurnishings, 
on vacation, July 26-Aug. 4, motoring to Ocean City, 


Md.., fishing. 


Massachusetts 

BOSTON: Bigelow & Dowse Co., PETER BASS, 
buyer of cutlery, toys, sporting goods, on vacation Aug. 
2-18. Jos. Breck & Sons Corp., ERNEST BATES, 
buyer of hardware, kitchen furnishings, woodenware, 
on vacation Aug. 4-25, motoring to Cape Cod, fishing. 

Decatur & Hopkins Co., ROSCOE H. CHESLEY, 
buyer, cutlery, electrical appliances, toys, etc., on va- 
cation July 26-Aug. 11, motoring to New Hampshire, 
fishing. 


Michigan 

BAY CITY: Jennison Hdwe. Co., CHARLES F. 
TIMM, buyer of tools, paint, brushes, electrical, cap 
and set screws, pipe fittings, valve, plumbing supplies, 
on vacation Aug. 25-Sept. 15. 

DETROIT: Geo. C. Weatherbee Co., W. T. CROOKS, 
buyer of hardware specialties, housewares, on vacation 
Feb., 1942-March 25, 1942. 

GRAND RAPIDS: Michigan Hdwe. Co., H. R. 
RUPERT, buyer of sporting goods. ammunition, and 
firearms, on vacation July 19-Aug. 4. 


Mississippi 
VICKSBURG: O’Neill-McNamara Hdwe. Co., H. M. 
DUNN, buyer of sporting goods, tackle, on vacation 
Aug. 1-30, motoring to California. 


Missouri 
St. JOSEPH: Wyeth Hdwe. & Mfg. Co., M. R. WHIT- 


MAN, buyer of toys, auto supplies, guns, ammunition, 
miscellaneous sporting goods, on vacation Aug. 11- 
Aug. 25, motoring to Minensota, fishing. 

ST. LOUIS: Witte Hdwe. Co., CONRAD HART- 
MANN, buyer, sporting goods, on vacation Oct. 15-18, 
train to East for hardware convention. 
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New Mexico 


SILVER CITY: E. Cosgrove, Inc., L. R. WHITMORE, 
buyer of glassware, kitchenware, dishes, sporting goods, 
on vacation Sept. 1-15, motoring to Colorado and 
Northwest. M. PORTERFIELD, JR., buyer of electrical 


appliances, on vacation Sept. 15-Oct. 1. 


New York 
ALBANY: Albany Hdwe. & Iron Co., WM. J. 


BUCKLEY, buyer automotive, toys, sporting goods, 
summer furniture, wheel goods, marine goods, on va- 
cation, Sept. 15-29, motoring to Canada, fishing. 

BINGHAMTON: Babcock, Hinds & Underwood, Inc., 
E. W. MATHEWSON, buyer of builders’ hardware, on 
vacation Aug. 4-11. D. H. CHUBBUCK, buyer of 
paints, and allied lines, on vacation Sept. 1-9, motoring 
to Asbury Park, N. J. 

NEW YORK CITY: Loring Lane Co., MEYER 
COHEN, buyer housefurnishings, electrical appliances, 
garden specialties, on vacation Aug. 2-18, train to 
Washington, D. C. 

SARANAC LAKE: Geo. L. Starks & Co., R. F. 
DOUGLAS, buyer electrical, automotive, on vacation 
Sept. 7-22, auto tour. CHARLES MORGAN, buyer of 
hardware, sporting goods, on vacation Sept. 1-8, motor- 
ing to Massachusetts, visiting. 

SYRACUSE: Burhans & Black, Inc.,. HERMAN B. 
PILGER, buyer of general hardware, sheet metal, 
house furnishings, on vacation Aug. 2-11, motoring. 

TROY: J. M. Warren & Co., GEORGE CHICOINE, 
buyer, heavy hardware, on vacation, July 20-Aug. 14, 
motoring to Adirondacks. 

UTICA, Roberts Hdwe. Co., EARL G. GRENIER, 


buyer of all lines, on vacation Oct. 11-20. 


Ohio 

CINCINNATI: Kruse Hdwe. Co., W. C. GROSS, on 
vacation, July 21-Aug. 5, motoring to Canadian North- 
west. 

YOUNGSTOWN: Stambaugh-Thompson Co., R. O. 
POWERS, buyer of housewares, electric devices and 
appliances, silver ware, small leather goods, giftware, 
gameras, on vacation July 12-Aug. 11, motoring to At- 
lantic City and Cincinnati, Ohio, on buying trip. W. R. 
LENTZ, on vacation, Sept. 15-Oct. 10, in Saskatchewan, 
Canada. BALES C. JACOBS, buyer of refrigerators 
and ranges, washers and ironers, radios, on vacation 
Aug. 15-Sept. 12, motoring to California. 








Oklahoma 


OKLAHOMA CITY: Oklahoma City Hdwe. Co., 
E. R. AUFRICHT, buyer of hardware, tools, sporting 
goods, cutlery, electrical appliances, on vacation, Aug. 
4-16, motoring to Southeast Oklahoma, fishing. 
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Oregon 
PORTLAND: Marshall-Wells Co., H. M. WARD, 


buyer, radios, heaters, ranges, washers, and refrigera- 
tors, on vacation Aug. 16-Sept. 2, motoring to seashore, 
golf and fishing. 


Pennsylvania 
ALLENTOWN: M. S. Young & Co., CLAUDE E. 


KEISER, buyer, housewares, and miscellaneous, on va- 
cation Aug. 18-25. JOHN F. STERMER, buyer of 
builders’ hardware, glass, on vaction Aug. 25-Sept. 2. 
motoring to mountains. ROY S. ANEWALT, on vaca- 
tion July 5-15. 

KINGSTON: Harris Hdwe. & Supply Co.,. THOMAS 
BAILEY, on vacation July 14-23, motoring to Atlantic 
City. 





LANCASTER: Reilly Bros. & Raub, R. H. BARR, 
buyer of all mill supplies, on vacation Aug. 8-25, motor- 
ing to Ocean City, N. J. 

Steinman Hdwe. Co., SAMUEL B. SMITH, buyer all 
hardware lines, on vacation Aug. 4-18, motoring to New 
England States for business and pleasure. 

PITTSBURGH: American Hdwe. Supply Co., G. ED- 
WARD REINERT, buyer of tools, cutlery, sporting 
goods and agricultural supplies, on vacation Aug. 4-18, 
motor trip. 

YORK: P. A. & S. Small Co., D. L. WRIGHT, buyer. 


hardware and mill supplies, on vacation, Aug. 15-25. 


South Carolina 


CHARLESTON: C. D. Franke & Co., Inc., H. S. 
LESEMAN, buyer of fishing tackle, wool rugs, porch 
and lawn furniture, oil cook stoves, ranges, wicks, 
heaters, floor coverings, on vacation Aug. 3-17, motor- 
ing to seashore, fishing. 

COLUMBIA: Lorick & Lowrance, Inc, R. G. 
HOOKS, on vacation Aug. 24-Sept. 2, motoring to 
Florida, fishing. 


Tennessee 


KNOXVILLE: JHouse-Hasson Hdwe. Co., Ince., 
JAMES R. McBATH, buyer of building supplies, 
tools, steel goods, sporting goods, stoves, cutlery, on va- 
cation Aug. 9-25. 

C. M. McClung & Co., Inc.,. GEORGE A. MARY, 
on vacation, Sept. 8-22. 

NASHVILLE: McWhorter, Weaver & Co., W. G. 
COWAN, JR., buyer of sporting goods, cutlery, small 
electric appliances, on vacation Aug. 30-Sept. 10, 
motoring to Florida, fishing. M. B. GARDNER, buyer, 
auto supplies, bath supplies, household supplies, heavy 
and light hardware, carpenters’ tools, farm tools, 
poultry supplies, etc., on vacation Aug. 16-Sept. 1, 
motoring to Florence, Ala., fishing. G. A. GARDNER, 
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MADE IN U.S.A. BY 


THE WM. SCHOLLHORN CO. 


NEW HAVEN, CONN. 














STOVE BOLTS 


Miscellaneous Screws 








We are just as particular in the 


manufacture of these smaller 
items as in the larger products 
made by us. Southington STOVE 
BOLTS and Miscellaneous 
Screws will always be found right 
and satisfactory to your custom- 
ers. All standard types and sizes. 
Send for Catalog and Prices. 


THE SOUTHINGTON 
HDWE. MFG. COMPANY 
sear SOUTHINGTON, CONN. 1867 
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Pit the heat on” your 
Cash Register! 
ia "Oren § 
CLIMAX 





BOTTLE 
CAPPERS 


Every single one of your cus- 
tomers who are right now get- 
ting set to bottle their own root 
beer, catsup, soft drinks ... and 
home brew . . . are “push-overs” 
for a new CLIMAX Capper. 
Climax is the best known, fast- 
est selling bottle capper in the 
whole wide world! Big, snap- 
back action handle gives plenty 
of easy leverage and extra strong 
steel construction promises 
years of trouble-free perform- 
ance. Table-top, flat base pre- 
vents spills. 





Because it’s easy to use, it’s easy 
to sell. Take advantage of the hot weather with a sure-selling 
item that brings you cool profits in a hurry! 


The EVEREDY Ce. 


5 EAST STREET, FREDERICK, MARYLAND 








ONE OF THE FEW FAMOUS HOTELS 


EFFICIENT 


yet unobtrusive service. 


VOIMINY NI 


Complete facilities and 
accommodations. Cuisine 
that delights the epicure. 
An atmosphere of friendly 
hospitality. These character- 
istics endear the Bellevue 


to experienced travelers. 


* Bellene-Shatlord 


IN PHILADELPHIA 





Reasonable Rates 

















AIR-CONDITIONED RESTAURANTS 


CLAUDE H. BENNETT, General Manager 
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buyer, herdware, paint, on vacation Aug. 1-15, motor- 
ing to Florida, fishing. 

Phillips & Buttorff Mfg. Co., R. L. POPE, buyer 
hardware, housefurnishings, toys, and sporting goods, 
on vacation Aug. 1-18, motoring to Panama City, Fla., 
deep sea fishing. 


Texas 


DALLAS: Cullum & Boren Co., G. F. CULLUM, 
buyer of fishing tackle, on vacation July 15-25, Aug. 
15-Sept. 15. GEORGE F. PIERCE, buyer of toys, and 
athletic goods, on vacation July 1-15, and away on busi- 
ness, Aug. 20-Sept. 10. 


SAN ANTONIO: Wm. VanHoogenhuyse Hdwe. Co., 
N. F. VANHOOGENHUYZE, on vacation July 19-28. 


Virginia 

PETERSBURG: Chas. Leonard Hdwe. Co., Inc., J. 
W. SMITH, buyer of sporting goods, on vacation Aug. 
1-15, train to Virginia Beach. 

RICHMOND: Watkins-Cottrell Co., C. D. REYNOLDS, 
buyer, general hardware, on vacation, Aug. 16-Sept. 2. 

Nelson Hdwe. Co., J. N. WILLIAMSON, buyer of 
general hardware. on vacation July 14-21. W. W. JUDY, 
buyer of sporting goods, on vacation approximately 
Sept. 5-15, motoring to Detroit for National Softball 
Tournament. 


Washington 


SEATTLE: Schwabacher Hdwe. Co., JOSEPH WAR- 
REN, buyer of sporting goods, cutlery, arms and 
ammunition, on vacation Aug. 1-10. J. P. CUMMINGS, 
buyer of housewares, electrical, stoves, radios, on vaca- 
tion July 26-Aug. 4, motoring to western Washington. 

SPOKANE: Jensen-Byrd Co., FRED STOKES, buyer 
of electrical items, wire goods, woodenware, electric wir- 
ing devices, stone ware, housewares, electric table appli- 
ances, picnic items, on vacation July 26-Aug. 4, motor- 
ing to seashore. 


West Virginia 
CHARLESTON: Charleston Hdwe. Co., Inc., W. A. 
SPRUCE, buyer of all lines, on vacation. Dec. 1-15, 
motoring to Virginia, deer hunting. 


Wisconsin 
GREEN BAY: Morley-Murphy Co., WINTER 


EVANS, buyer of sporting goods, cutlery, toys, on 
vacation last week of November, motoring to north- 
ern Wisconsin for the deer hunting. A. A. FOSS, buyer 
of mill supplies, on vacation July 28-Aug. 4, motoring 
to northern Wisconsin for fishing. 
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It Can Be D 


Inspired by Saunders Norvell’s 
article “1/12 of a Dozen, Assorted” 
in Hardware Age, issue of June 12th 


By H. N. BROWN 


Hibbard, Spencer, Bartlett & Co., 
Chicago, IIl. 


| HANK you, Saun- 


ders Norvell, for your very inter- 
esting article on page 74 of the 
June 12th issue of HaRpWaRE AGE. 
entitled “1/12 of a Dozen Assort- 
ed.” Your ideas always carry a 
punch that convince. Thanks for 
putting the “less than case lots” 
menace so squarely up to the re- 
tailers’ and to jobbers’ salesmen. 

You started something. There 
are too many unnecessary costs in 
the processes of distribution. You 
say, “They must come down.” | 
say, “They can and will come 
down.” So let’s uncover more 
facts and show the way to reform 
the situation. Reforms must come 
if the retail hardware store is going 
to meet tough competition. 

Shall we leave the manufacturer 
out of the picture for once? You 
gave him credit for using only 37 
cents of the cost of a dollar item. 
Sears, Roebuck and Company give 
him credit too in their last annual 
report to stockholders for the fiscal 
year ending January 3lst, 1941. 
They talk in man hours of mass 
production compared to man hours 
of distribution, and I summarize 
their statement in one paragraph. 

“A man’s dress shoe can be com- 
pletely manufactured and packed 
ready for shipment in one-and-a- 
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half hours of a man’s time. It 
takes the equivalent of six-and-a 
half hours to distribute—over four 
times as much. In some 24 minutes 
of time a gallon of paint is made. 
It takes over two and-a-half hours 
to distribute that gallon,—six times 
as many hours for distribution as 
for production. Many other items 
take from three to ten times and 
more.” 

Since the food industry has so 
successfully cut its cost of distri- 
bution, then it follows that the 
hardware industry can do the same. 
We will not take a back seat to 
the grocer, will we? Mr. Norvell 
used one grocery store as an ex- 
ample that “1/12 of a Dozen As- 
sorted” does not apply today in the 
grocery field. You and I know it 
is true, so let’s accept it as a fact 
and carry on from here. 


Outstanding Factors 


There are several outstanding 
factors that raise the cost of dis- 
tribution. The combined effort 
and close cooperation of whole- 
salers and retailers can eliminate 
these excess costs as fast as Hitler 
blitzkrieged Europe. Perhaps the 
same strong-armed methods would 
be good for us. 

50,000 men killed on Mt. Olym- 
pus! Seriously, it’s horrible. 50,- 
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000 items carried in stock by a 
hardware jobber. That’s “nuts.” 
Yet I’ve heard jobbers point with 
pride to the fact that they carry 
about 50.000 or 40,000 items. 
Every item costs money to buy, 
stock, catalog, insure, sell, invoice, 
pack and ship. Why continue the 
practice? Because retailers think 
like jobbers? Because they want 
to carry every item ever asked for? 
Both believe it’s a crime to lose a 
sale. Are they right? 

No! They are wrong! Why? 
Because successful operators don’t 
do it. Sears and Wards don’t do 
it. Syndicates and chains don’t 
do it. That successful grocery 
store, described by Mr. Norvell, 
has reduced its stock to 1200 fast 
selling items. In rare instances, 
chain grocers, operating big super- 
markets, may carry 2,000 items, 
not including fresh fruit and vege- 
tables. The growth of grocery 
chains has been halted and pushed 
backwards by organized independ- 
ents who subjected themselves to 
a major operation and saved their 
own business lives. Now it’s our 
turn. 

A man’s judgment is only as 
good as his knowledge. Hibbard’s 
have a tested and proved list of 
about 3,000 basic turnover items 
that constitute 75 per cent of the 
sales of the average hardware re- 
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PULL-PUSH RULES 





For years your best tool customers 
have been “making the best of it’’ 
with old or makeshift tools. Now 
they are working and they are 
buying tools. Most of them prefer 
Stanley. Your jobber will gladly 


recommend a fast moving stock. 
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tail store. Many successful retail- 
ers use this list to control their 
stock, to eliminate dead items, to 
guide their buying. The excellent 
results prove the efficiency of the 
method. Standardization of stock 
is working miracles for stores 
which use it. 


Following an Order 


Come along with me on a quick 
trip. Let’s follow an order from 
the time it arrives by mail until it 
is shipped and the invoice put in 
the mails. In a very few minutes 
you will decide that we have a 
production line like Henry Ford’s. 
The order travels from department 
to department on conveyor belts. 
Pneumatic tubes, as fast as a dive 
bomber, take orders to the differ- 
ent floors of the warehouse. Con- 
veyor belts on the floor, chutes in 
the air, and elevators too, rush the 
merchandise to the shipping floor 
“in full case lots” and to the pack- 
ing floor in “1/12 of a Dozen 
Assorted.” Every operator “along 
the line” must keep up the pace. 

You can easily visualize what 
comes next. The multiplicity of 
operations on any order will aston- 
ish you. You will quickly appre- 
ciate the many costs attached to an 
order. We have made several cost 
surveys on many orders and here 
are the findings which increase the 
cost of distribution despite the 
super-modern and efficient produc- 
tion machine. 

We broke down the findings and 
applied them to each line on an 
invoice. The results were amazing. 
We discovered that the dollars and 
cents extension on each line must 
equal $2.00 or we lost money. We 
couldn’t make up for the loss by 
a minimum charge of $2.00 for 
each line. Retailers wouldn’t pay 
it. So as long as purchases are 
made in such small amounts the 
cost of distribution will remain too 
high. Here is another reason: 

1/12 or 4 of a dozen vs. full 
case lots. By actual time tests we 
proved the following interesting 
facts. We filled one order for one 
merchant in full case lots as fol- 
lows :—1 dozen lanterns, 1 dozen 
lantern globes, and 1% dozen glass 
washboards. We timed the opera- 
tion and arrived at an actual cost. 

Then we filled two orders for 


two retailers for half cases of the 
same items. The resulting actual 
cost was six and one-half times 
that of the full case order and we 
did not add anything for the mate- 
rials used for repacking. Isn't 
that high cost distribution? Here 
is another example: 

Too many retailers buy 22 
shorts in lots of 500. That repre- 
sents 10 sales at one box per sale. 
A jobber must pack ammunition 
“special” and mark the shipping 
case. It costs over 20 times more 
to fill an order for 500-22 shorts 
in small lots than it does to ship a 
case of 10,000. If a retailer can- 
not buy 22 shorts in case lots he 
should not stock them. Can we 
eliminate such terrific costs from: 
our methods of distribution? =; 

Yes. By all means. Here’s how. 

Many a big-hearted retailer has 
a mighty warm spot in his heart 
for the salesmen who call on him. 
He likes them. So, to satisfy 
everyone he spreads his orders 
pretty thin to four or five jobbers’ 
salesmen and he feels like a good 
fellow,—and he is one. But,— 

Those orders for small quanti- 
ties break the jobber’s back,—they 
pile up the cost of distribution,— 
they defeat the very purpose that 
was in the dealer’s mind. If we 
are ever going to slash the cost of 
distribution for wholesaler and re- 
tailer we should start right at this 
point. Larger quantities, full case 
lots where possible, purchased 
from one jobber is one immediate 
answer to this problem. 


Faster Turnover 


Reduce number of items stocked 
and you will produce faster turn- 
over. Then you will be able to 
buy in case lots at lower costs. It 
is being done. I look at both the 
present and the future of the indus- 
try with enthusiasm. 

There have been too many un- 
justified attacks on the attitude of 
the retailer and wholesaler. Too 
many have overlooked the progress 
made to date. There are about 
3000 splendid hardware merchants 
in this country operating modern, 
efficient stores and doing a job 
equal in methods and results to 
the best retailers of any industry. 
Our industry is forging ahead. 
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Remodeling Did the Trick 


(Continued from page 25) 


this manner looks the same as does 
a dinner table completely equipped 
with glassware, china, silverware 
and other accessories in the home. 
Many related articles are shown 
together in this type of display and 
it is very easy to change.” 

The gift shop does not sell table 
linens, nevertheless Mrs. Hughes 
always covers these tables with at- 
tractive cloths that harmonize with 
the arrangement. Frequently, the 
customer, after buying a breakfast 
or dinnerware set, insists upon 
purchasing the table covering. In 


such instances the cloth is sold as 
an accommodation. 

“If you can make women feel at 
home in a gift shop, so that every 
time they are downtown they will 
come in and look around, you will 
have a_ successful department,” 
says Mrs. Hughes. 

Radio time over a local station 
is used to successfully promote and 
advertise merchandise in the gift 
shop. Two spot announcements 
daily, three times a week, tell of 
unusual values and new items and 
invite the shoppers to visit thestore. 
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HAMMERS 


Carpenters, electricians, machin- 
ists, garagemen, plumbers - 
they’re all busy these days. They 
prefer to come to you for their 
tools — that is, if you have the 
tools they want. One of the best 
ways to bring them in is to feature 
world-famous Stanley Tools. 


COLD CHISELS and PUNCHES 
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New Britain, Conn. 
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New and Improved Merchandise—Dzis play Helps—Sales Literature— 


**Safe-D-Lite” 


Features an automatic and adjustable 
delayed action time switch with simple, 
finger-tip control. Light can be hung 





anywhere and is said to light a large 
area. Uses two standard size flashlight 
batteries and a standard two-cell flash- 
light type lamp. Made of heavy gage 
metal, durable baked enamel finish and 
chrome trim. Lens is of unbreakable, 
plastic material. Counter display _per- 
mits demonstration. Safe-Delay Switch 
Corp., 540 Lake Shore Drive, Chicago, 
ll. 


“Yager” Thickness Planer 


This planer, which retails for $89 
less motor, is designed for use in pat- 
tern shops, cabinet shops, boat works, 
schools, and in the home workshop. It 
is a precision built machine with ball 
bearing cutterhead construction. Has 





feed-roll pressure adjustment by means 
of three pressure screws, one on each 
end of both in and out-feed rolls. Cut 
ting circle is 21/16 in.: takes two or 
four knives; head diameter with knives 
attached, 2 in. For home crafts and 
where planer is not to be used on pro- 
duction work, hand crank feed is rec 
ommended. May be supplied with both 
hand crank and power feeds at slight 
extra cost. The Kneisley Electric Co., 
00 S. St. Clair St., Toledo, Ohio. 


“Kol-Gas” Circulator 

Added to “Kol-Gas” line. Cabinet is 
two-tone brown porcelain enamel, 44 in. 
high, 26 in. wide, 33 in. deep. Heating 
unit is equipped with economizer o1 





heat booster section, which lengthens 
fire travel, and which is said to utilize 
extra heat, reduce flue temperature, and 
add to safety. Side doors in cabinet 
may be opened to deliver radiant heat. 
Additional features include: water pan; 
low draft on the back convenient for 
open fireplace or low flue connection; 
feed door in top which, when opened, 
automatically raises the inside door 
of heating unit; coal capacity of 110 
lb. Maker states this unit will heat 
all day and night without refueling. 
Kol-Gas Heater Co., Nashville, Tenn. 








Fencer Display 

Produced in five colors, this display 
helps the dealer demonstrate the new 
sales features of the “Red Devil” No. 








334 Deluxe battery-operated fencer. 
Position of the fencer permits watching 
the hermetically sealed mechanism’s ac- 
tion through the glass monitor-top en- 
closure. New ammeter, lockable bat- 
tery case and concealed, tamperproof 
operating switch are also easy to show. 
Tying in with this display is a new 
and colorful four-page consumer folder 
which may be had in quantities with 
dealer’s imprint. Landon P. Smith, Inc., 
Dealer Helps Dept., Irvington, N. J. 





“Bar-B-Q” Kit 

Lamson & Goodnow Mfg. Co., Shel- 
burne, Falls, Mass., is offering its 
“Bar-B-Q” set in an attractive gift- 
carry kit, which holds the rack with 
the pieces attached in position. 
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for Retail Hardware Stores 


“*Air-Dryette, Jr.” 


For drying air and ending condensa- 
tion, mold, mildew in cellar, closets, 
etc. Retails for about $2.50, and Sol- 





vay calcium chloride, which is used to 
charge the unit, retails for 2% to 3 
cents per pound. Length, 16% in.; 
width, 10% in.; height, 12 in. Solvay 
Sales Corp., 40 Rector St., New York 
City. 


““Savex Brushsaver” 


For keeping paint brushes soft and 
pliable. Device consists of a new and 
patented wide metal ring which is in- 
serted between two Mason or fruit jars. 
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Window Trims—New Packages—New Colors—Catalogs 


A slotted arrangement in the center 
of the ring holds five brushes of various 
sizes upright in the lower jar which 
contains turpentine or oil. Top jar 
keeps brushes airtight and dustproof. 
“Savex Brushsaver” is packed two to 
a display tube retailing at 15 cents 
each or two for 25 cents with display 
material furnished free. Patrick Shan- 
non Enterprises, 5511 Euclid Ave., 
Cleveland, Ohio. 





English Chamois 


Schroeder & Tremayne, Inc., St. 
Louis, Mo., announces the availability 
of heavy duty chamois from England, 


SS 
(Jehu Bull’ 


GENUINE IMPORTED 


ENGLISH CHAMOIS 











its “John Bull” brands, attractively 
packaged as illustrated. Also available 
is “Old Country” double dressed 
chamois of lighter weight and smoother 


finish. 





















Outdoor Broiler 


With this unit, maker states, it is 
easy to build any type and design of 
fireplace. After setting up the few 








sturdy angle irons and bolts (all iron 
and steel materials furnished), the unit 
is ready for masonry work. Provides 
18 by 25 in. cooking surface. Overall 
height, 28 in. Draft and fuel doors, 
9 by 13 in., are fitted with latches and 
handles. Adjustable draft opening on 
lower door. Fox Valley Forge, Elgin, 


*“Lumarith” Knife 


Said not to chip, break, nor impart 
a metallic taste to foods. Laurel-leaf 
design. Retails for 25 cents. Nudell 
Ufg. Co., Chicago, Ill. 
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ITH this at- 

tractive dis- 
play carton “os 
your counter, you'll catch a lot of extra 
sales you might otherwise miss. Contain- 
ing 12 boxes of Acme Tack-Point Corru- 
gated Fasteners, it catches your custom- 
er’s eye. And almost everyone who works 
with wood can use Acme Fasteners for 
repairing furniture, making screens, cabi- 
nets and other wooden articles. 


Acme Tack-Point Corrugated Fasteners 
assure adequate strength. They penetrate 
but do not crush the wood fibers. Fur- 
nished in two types: parallel and diver- 
gent. The Tack-Point feature assures 
easier driving. 

If your jobber can't supply you, 
write us direct. 


For Bulk Sales—the 100 Ib. Kegs 





100 Ib. kegs are also available, offering 
opportunity for profit in bulk sales. In 
addition there are standard cartons of 250, 
500 and 1000; boxes of 100 fasteners, 10 
boxes to a carton. Also in boxes contain- 
ing 50 fasteners of one size—% x 4, 4 x 
5, % x 5. Display cartons contain 12 
such boxes. 


ACME STEEL COMPANY 


General Offices: 2838 Archer Ave., Chicago, lil. 
Branches and Sales Offices in Principal Cities 


MAIL THE COUPON 
FOR FREE SAMPLE BOX 





Acme Steel Company, 

2838 Archer Avenue, 

Chicago, Illinois. 

Send me, without charge, a sample box 
of Acme Tack-Point Corrugated Fasteners. 
BED. cnwcad caccdacosevdugacocsesinnsce 
SUE banda ccbsnsadbhseanbeeceeondanas 
TD. nenaicensccbaawnced GRRe cc c' cnseids 















_ WHAT'S NEW 





Boiler Rust Cure 


“Bro-For” said to constitute a new 
principle for eliminating rust from 


| heating system by cleaning without any 


draining or flushing. Said also to pre- 
vent further rust, to combat hard-water 
scale, and to dissolve oil film left after 
new plumbing installations. Brown- 
Ford Corp., Newton, Mass. 





Plumbing Brass Goods 


Is the title of a new catalog, No. 9, 
offered by the Rockford Brass Works, 
Rockford, Il]. It illustrates and de- 
scribes their complete line of valves, 


Portable Grille 


Unit No. 50—an improved portable 
charcoal grille which cooks both sides 
of meat at one time between two banks 
of fire. Usually a toaster-type clamp is 
used to hold the meat. Liquid fuel 








ground key work, tank trimmings. brass 
pipe fittings, compression work, plumb- 
ing specialties, finished brass goods, 
and the “Duck-Bill No-Tone” ballcock. 
It also contains information on repair 
parts. 


Fan Display, Sales Kit 


For Ilg “Night Cooling” Fans, this 
cut-out display background is offered, 
featuring “Rollaire” or the “Ilgwind” 
models. An actual fan is connected 
to the display. With each display is 
a free dealer kit of selling helps, in- 
cluding store posters, window decals, 
folders, bulletins, plan book, etc., and 
old-fashioned cardboard hand fans for 
distribution to prospects. Ilg Electric 
Ventilating Co., 2850 N. Crawford Ave., 
Chicago, Til. 
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troughs under the baskets hold alcohol 
or oil for igniting the charcoal when 
it is desired to have fire ready for use 
in less than normal time. Carton has 
handle for ease in carrying. The 
Donley Bros. Co., 1276 W. 3rd St., 
Cleveland, Ohio. 
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Unit Air Conditioners 


Gale Products, Galesburg, Ill., an- 
nounces two new room coolers—the %- 
hp. “Lake Louise,” illustrated, a win- 





dow sill model, 23 in. long and 
developing up to 6100 B.t.u. cooling 
capacity, and the 1/3-hp. “Lake 
Placid,” designed primarily for cooling 
bedrooms and small private offices. 
Both models are easily installed with- 
out ducts or pipes or window altera- 
tions. Former retails for $199.50 and 
latter for $149.50. 


Peters Cartridges 


Shown is box of 50 and carton of 
500 Peters .22 Long Rifle “Rustless” 
cartridges of standard velocity recently 





Peters 


reintroduced into the Line of 
.22’s. Lead bullets are 40 gr. Peters 
Cartridge Div., Remington Arms Co., 
Inc., Bridgeport, Conn. 


“Porter” Spring Winder 


Makes compression or torsion springs, 
as well as extension springs. Simple 


gage regulates the pitch and tension of 
compression springs, and springs may 
right or 


be made _ either left-hand. 
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Makes a wide range of sizes; inside 
diameters from 4 in. to 14 in., with 
a range of wire sizes from finest piano 
wire to 3/16 in. tempered spring wire. 
Shipped complete with five mandrels: 
%, “4, %, Y%, and % in., 12 in. long. 
Advance Car-Mover Co., Appleton, Wis. 


“*W ater-Sorber” 


Said to prevent moisture, dampness, 
mildew, rot and mold. Contains a water- 
absorbing chemical which is exposed to 
air and withdraws moisture, the resi- 





due falling to the bottom where it may 
be easily removed. Small size “Water- 
Sorber” retails complete for $3.50; 
larger size for $12.50. Extra sales from 
refills. General Air Conditioning Corp., 
4415 Appleton Ave., Cincinnati, Ohio. 


Silex Coffee Services 


“Saratoga” and “Pinehurst” retail 
for $13.95 and $14.95 respectively, each 
consisting of an engraved, heavily 





chrome-plated tray, 12 by 18 in., and 
8-cup wide neck “Saratoga” model glass 


coffee maker with ivory trim or an 
8-cup narrow neck “Pinehurst” electric 
model glass coffee maker equipped with 
Silex-patented “self-timing” stove and 
“Anyheet” control; crystal glass sugar 
and creamer that snap into gleaming 
chrome shells. “Dippex” coffee measure 
and 12 stringless cloth strainers at no 
extra cost. The Silex Co., Hartford, 




















THE Berea Abrasives line will make 
plenty of profit;for you . . there are 
popular priced grindstones, rubbing 
bricks, scythe stones, hones, sticks, com- 
bination stones, grinding wheels of high- 
est quality manufactured abrasives . . 
each a popular number with your cus- 
tomers in many fields! Cash in on Berea 
Abrasives! Our new Catalog and Mer- 
chandiser, now being printed, shows how 
to sell Berea items as well as how to buy 
them . . send for your free copy today! 


BEREA ABRASIVES 
Division of The Cleveland Quarries Co 
CLEVELAND, OHIO 





CLEVELAND 


ABRASIVES 


" For Your Profits Sake!” 
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CASTERS 


Use this Bassick quality group dis- 
play block—and you will double 
your caster sales. 


7 










Display complete 
with samples—free 
with purchase of qual- 
ity group assortment 
at cost of only $10.67. 

Write for compiete 
information and 
booklet “How To Sell 
Casters.” 





When you sell Bassick you can 
give your customer a guarantee of 
satisfactory service—you sell the 
leading anes Sena of the 


largest caster manufacturer in the 
world. 
Ask your jobber’s salesman for 


Bassick Casters. 


THE BASSICK COMPANY 


Bridgeport Connecticut 























WHATS NEW 


Fluorescent Bed Lamp 





“R-V-Lite” Dispenser Display 

This all-metal dispensing display is 
free with the purchase of one 150-ft. 
roll. Lacquered in red, yellow and blue 


“Marvelite” employs use of specially 
made DuPont “Plastacele” light dif- 
fusing window shield to permit an 
abundance of cool, soft, evenly dis- 
tributed light to filter through, hiding 
the light bulb completely. Available 
in either ivory or English bronze finish. 
Uses one 14-watt, 15 in. T-12 standard 
fluorescent lamp bulb; standard ap- 


proved sockets, easy-to-operate switch, 
9 ft. rubber cord with new type “plug- 
in” ballast attached to eliminate any 


and is adjustable for installing in any 
position on counter, wall, shelf or hang- 
ing rack. Has cutting-edge guide. Arvey 
Corp., 3462 N, Kimball. Ave., Chicago, 
Ill. 





possibility of hum. Available for 110- 
125 volts, A.C. only. Retails for $4.95. 
Mitchell Mfg. Co., 2525 Clybourn Ave., 


Roof Ventilator Chicago. 


“Model R”—-a complete unit con- 
sisting of a high-capacity fan assembly 
enclosed in a weather-proof penthouse 
of heavy galvanized iron and automatic 
vertical shutters. Can be flashed di- 
rectly to the roof slab since flanges are 


“*Sales-Master” Display 


Dispenses welded and weldless chain 
and holds six full reels or the equiva- 
lent in one-half or one-third reels. 
Heavy chain is stocked in bins at base 
of display. Stand is of heavy gage 
sheet steel units, welded together and 
finished in red baked enamel, trimmed 
with ivory lettering. Bins are japanned 
to eliminate marring. Stand height, 
48 in.; width, 38 in.; depth, 24 in. 
Available at no extra cost with either 
of the two new Cleveland chain assort- 
ments, No. 110 or No. 120, details of 
which are available from The Cleveland 
Chain & Mfg. Co., Cleveland, Ohio. 


The roof 


provided for that purpose. 
ventilator is available in three sizes 
with capacities of 7500, 11,500 and 
16,500 c.f.m. Automatic shutter con- 
sists of aluminum vanes supported by 
steel shafts pivoted in bronze bearings. 
Shutter vanes are held open as long as 
fan is in operation. Viking Air Con- 
ditioning Corp., 955 Richmond Ave., 
S. E., Cleveland, Ohio. 


ow Si. Ay 


‘Ms Clersiand Chala 9 Mn Ce 


Fireplace Accessories 


Centre Brass Works, Inc., 72 Spring 
St., New York City, have issued their 
latest catalog, No. 42, of 108 pages 
illustrating their brass fireplace acces- 


sories. Over 500 items, from andirons 
to wood carriers, are shown. Volume 
is tab indexed; andirons indicate 


matching fire set numbers for simple 
pairing of related items and designs. 
Has pocket envelope for storage. of 
data; free mat promotion service on 
specially priced values. 
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*Rollfast” Exerciser 


Built like a regular bicycle, standing 
solidly on four rubber-tipped legs, well- 
braced and properly balanced. 


Finish- 





ed in silver-grey, chip-resistant “Poly- 
merin” enamel with all bright metal 
parts, chromium plated. Fitted with 
ball-bearing adjustable resistance roll- 
ers and automobile-type speed and mile- 
age indicator. The D. P. Harris Hdwe. 
& Mfg. Co., 99 Chambers St., New 
York City. 


Mower Service Manual 


Yard-Man, Inc., Jackson, Mich., has 
available a Lawnmower Service Manual, 
which, while instructing the reader on 
the care and maintenance of “Yard- 
Man” mowers, provides information 
that is applicable to other machines. 
Included also are grinding instructions. 
The handbook is profusely illustrated 
with drawings and illustrations .of the 
various points referred to. One section 
is devoted to a lawn mower shop, sug- 
gesting a proper layout, record keeping, 
advertising, etc. 


Winchester Rifle 


The slide-action Model 61 Winchester 
.22 rim fire hammerless repeating rifle, 
recently improved, is illustrated in a 
new folder of convenient size and style 
for counter and mail distribution. The 
rifle is illustrated in both the round- 
barrel stule chambered for .22 long 
rifle, .22 long and .22 short cartridges 
used interchangeably, and in the octa- 
gon-barrel style, chambered individu- 


Automatic Sash Fastener 


“Grip Lock”—makes it unnecessary 
to lock manually after closing. Other 
features, maker states, are: helps elim- 
helps stop leakage or 


inate rattles; 


ally for either .22 long rifle, .22 short, 
or .22 W.R.F. Winchester Repeating 
Arms Co., Division Western Cartridge 
Co., New Haven, Conn. 


Enameled Ware 


The United States Stamping Co., 
Moundsville, W. Va., has issued an at- 
tractive new catalog, No. 12, illus- 
trating its enameled ware for homes, 
hospitals, hotels, restaurants and butcher 
trade. 


Insect Repellent Lamp 


Filters light rays which usually at- 
tract insects, by fusing a solution of 
silicates to the clear bulb, under heat 
just short of the melting point for 
glass. The result is a coating of yellow 
“hard” glass on the soft glass bulb. 
Silicate coating retains the ultra violet 
and infra-red rays, setting up a “heat” 
ray rather than a light ray and thus 
repels insects, maker states. Two 
counter displays available, free with 
each deal “H” containing 30 lamps 
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Cnet Your Summer Genings 














assorted in three sizes. One display 
is animated; cylinder revolves indicat- 
ing insects flying away from lamps. 
Save Electric Corp., Toledo, Ohio. 


drafts; helps correct sash inequality or 
settling; holds securely when windows 
are as much as *% in. out of line. The 
Safe Padlock and Hardware Co., Lan- 
caster, Pa. 





JULY 10, 1941 











VICHEK TOOLS 


BOX WRENCH SET 


An Easy-to-Se// \tem 
for Hard-to-Get-at Jobs 


* Six wrenches packed in a red metal 


band container for attractive display. 


These wrenches have flat, slender 
bars, thin walls and unusual heel 
clearance, permitting efficient work 


under difficult conditions. 


Of special analysis steel, either bright 
plated with buffed heads or unpol- 
ished. In a complete range of sizes to 


meet the needs of your customers 














STEELGRIP—the stronger belt lac- 
ing is easily applied to any type of 
flat belting with a hammer. Clinches 
smoothly, will not slip or pull out. 
Prevents frayed belt ends 8 sizes in 
boxes, handy package or long lengths. 





WIREGRIP — the belt hooks that 


are easier to handle, easier to use. 
Patented blue aligning card prevents 
waste, makes every hook usable. Per- 
fect alignment on every hook. Fit 
WIREGRIP or any other standard 
lacers. 


Write for catalog and circulars. 
ARMSTRONG-BRAY & CO. 


“The Belt Lacing People” 
304 N. Loomis St. Chicago, U. S. A. 





National 


HARDWARE 











HE line of builders’ hard- 
ware built to one high 
uniform standard of quality. 
The assortment of products 
is so extensive that all of the 
requirements of the trade are 
adequately met. 


The finest materials used in 
construction are fashioned 
into hardware which is both 
modern in design and effi- 
cient in working simplicity. 
Send for the new National 
catalog; yours for the asking. 


The following are big sellers: 
Sliding Door 
Hangers 


Garage Door 
Hardware 


Door Latches 


Strap and Tee 
Hinges 





Screen H avdware 

















National Manufacturing Co. 
STERLING + + + ILLINOIS 
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Prize-Winning Hardware Golfers 


at the tournament of the Eastern Hardware Golf 


Association at Shawnee-on-the-Delaware, Pa. 
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After This—What? 


By MARK J. LACEY,* 


President, 


Peck, Stow & Wilcox Co., 


Southington, Conn. 


E are faced with serious prob- 

lems in furnishing the re- 
quirements of our customers and the 
needs of the Defense Program at the 
same time. The present situation to 
my mind is one of production and 
distribution where the problems are 
procuring materials rather than 
creating new products, creating new 
outlets and going around with our 
hats in our hands searching for busi- 
ness. You and I both know that this 
cannot last forever and we all look 
forward to the resumption of peace 
times and the resumption of regular 
conditions. I consider it 
highly important that at this time we 
do look ahead and try to visualize 
the problems which will be facing 
us when the hostilities are over. 


business 


During the past years, many in- 
roads have been made upon the 
sheet metal industry as a whole and 
I don’t know that we could justly 
place all the blame on the sheet 
metal contractor. The mills, manu- 
facturing sheet metals, have not been 
nearly so alert in advertising and 
sales promotion as the manufacturers 
of competing roofing materials. 

Now from the standpoint of the 
sheet metal distributor, this is a dis- 
couraging picture. I don’t know 
whether it is true today but I am 
told that not so many years ago, 
some of you refused to handle pre- 
pared roofing, asbestos shingles, etc., 
because they were not metal and you 
were metal merchants. 


* In an address before the recent 
convention of the National Associa- 
tion of Sheet Metal Distributors. 


The distributor with his ware- 
house, sales force and organization. 
I think should distribute those lines 
where he can do so economically 
and efficiently on a basis which will 
return to him a net profit over and 
above the involved. He 
should distribute anything and 
everything which meets this quali- 
fication and I don’t think there 
should be any particular so-called 
“sentiment” involved. 

If we can rely on statistics, I be- 
lieve they would indicate that in 
the average new residence during 
the past 15 years the number of 
pounds of sheet metals used has 


expense 


been steadily decreasing until re- 
cently. But now we are becoming 
rapidly air-conditioning conscious. 
My friends, from North Carolina to 
Texas, tell me that in their territory 
almost all new houses selling at 
$7,000 to $8,000 and up are being 
completely air-conditioned. 

Now, what does this mean to the 
sheet metal industry? Of course, it 
means an increased volume of sheet 
metals and kindred lines. However, 
the air-conditioning contractor is an 
active, aggressive merchant and 
salesman and so we have in the sheet 
metal industry what we have needed 
for many years, a live, wide-awake 
contact with the great American con- 
sumer for whom we are all working. 

Such being the case, I think we 
can all plan now when this hectic 
period through which we are pass- 
ing comes to an end to do a real, 
live, active selling job in connection 
with air-conditioning and with this 
chance revive the entire sheet metal 


field. 
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Left to right: 1—Harold Cunningham, Ames Baldwin Wyoming Co. 


2—Frank 


L. Campbell, Fayette R. Plumb, Inc., and Geo. H. Earle, North Wayne Tool Co. 


3—Leo C: May, May Hardware Co. 


and A. P. Hendricks, A. P. Hendricks Co. 


Works and Alex Darby, J. M. Warren Co. 
7—E. C. Griswold, Phila., and Dan Strite, Celluloid Corp. 


Steel & Wire Co. 
of America. 


8—Sherill Sherman, Roberts Hardware Co. 
Landers, Frary & Clark and Keen Markey, Ames Baldwin Wyoming Co. 


4—Jos. Hughes, Wood Shovel & Tool Co., 


5—John Thierault, Samson Cordage 
6—Thornton Lowere, American 


9—Chas. Ballinger, 
10— 


Edw. M. Welty, Oliver Iron & Steel Co. and F. Berdan, National Carbon Co. 
1l—Jos. Kennedy, Bigelow & Dowse Co. and S. G. Russell, Columbian Rope 


Co. 


12—Arthur May, May Hardware Co., Harold Snow, Decatur & Hopkins 


Co.; R. O. Recknagel, Corbin Screw Corp., and Geo. W. Eckhardt. Ichn H. 


Graham & Co., Inc. 
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BEAUTY-SEAL PLATINGS 





PLAIN STEEL POLISHED COPPER PLATED 
COPPER PLATED NICKEL PLATED CHROMIUM PLATED 
AND SUFFED OVER COPPER PLATING AND BUFFED 


STAGES OF PLATING 











Heavy under-platings seal pores of 
metal to prevent rust and tarnish, and 
assure a brilliant chromium finish of 
lasting beauty. Another example of 
the extra care that typifies Amerock 
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SPEEDWAY 


sold tools are 
SpeedWay 










Even stores that never 
. selling these fast moving 
home tools in volume—to homecraftsmen, 
model builders, handy men, arts and craft 
workers and even housewives. 
No. 69 (1000 R.P.M.) Drill has %” ca- 
pacity in steel. Powerful No. 129 Hand 
Grinder operates at 
20,000 R.P.M. — 
Sold individually or 
Steel 
250) with 5 
stand # 














together in 
Display Kit (No. 
accessories. Combination 


takes either drill or grinder 
while Frame converts grinder DRILL 
into an efficient router. STAND 


The No. 119 Bench Grinder $445 
comes complete with motor, 2 
wheels, adjustable rests, carry- 
ing handle and rubber feet, 
ideal for work bench, garage or 
kitchen. 
ROUTER 
FRAME 


= $445 





ASK ABOUT OUR SPECIAL 


Demonstrator Kit. (1 to a store.) 
No 69 Drill chained to a 
display case that contains wood 
and iron blocks in which 
customers can drill holes. 
It’s a ‘‘test before you buy’’ 
demonstrator that closes 
sales 





SPEEDWAY MANUFACTURING COMPANY 
1836 So. 52nd Ave. Cicero, til. 
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SEND US YOUR 





FOR FENCE AND 


METAL SPECIALTIES vi 
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Stewart Iron Picket Fences and Entrance 
Gates, and Stewart Chain Link Wire 
Fences, are available in a wide range of 
designs and types to meet all requirements. 
Stewart Metal Specialties 
comprise: Iron and Wire 
Window Guards to fit any 
size or shape of opening. 
Wire Partitions, Sliding and 

eee 








Folding Gates, Settees, Steel 
Folding Chairs, Ornamental 
Iron Bracket and Pier Lan 
terns, Railings, Flag Poles, 
and scores of other products. 


Many dealers are making money by sending their 
inquiries to Stewart. Let us tell you about this 
plan. You make no investment whatever. Send 
for literature mentioning products in which you 
are interested. No obligation, of course 

THE STEWART IRON WORKS CO., INC. 


837 Stewart Block. Cincinnati, Ohio 
Fence Builders to America Since 1886 
































Ghaness 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARB 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 


in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 


106 East 42d St, New York City 


© 
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American Hardware Mfrs. Asso- 


ciation, 83rd semi-annual convention, 
Oct. 13-16, 1941, at the Marlborough- 
Blenheim Hotel, Atlantic City, N. J., 
in conjunction with the 47th annual 
convention of the National Wholesale 
Hardware Association. Charles F. 
Rockwell, 342 Madison Ave., New 
York City, is secretary of the manufac- 
turers’ association, and George A. Fern- 
ley, 505 Arch St., Philadelphia, Pa., 
is secretary of the wholesalers’ associa- 
tion. 


American Society of Architec- 
tural Hardware Consultants’ conven- 
tion and exhibit, Sept. 15-19, 1941, at 
the Palmer House, Chicago, IIl., in con- 
junction with the National Contract 
Hardware Association. Carl D. Himes, 
secretary-treasurer of Architectural Con- 
sultants, with headquarters at 315 S. 
Main St., Dayton, Ohio, and Frank H. 
Sherwood, executive secretary, National 
Contract Hardware Association with 
headquarters at 441 Lexington Ave., 
New York City. 


Central States Hdwe. Club, Chi- 
cago, Ill., fourth annual golf party, Fri- 
day, July 18, 1941, at the Tam O’Shan- 
ter Country Club, Chicago. Committee: 
Frank J. Koch, chairman; George H. 
Beaudin, A. J. Eggleston, Ben Leve, 
3630 S. Iron St., Chicago, secretary. 


Chicago Gift Show of the Eastern 
Manufacturers & Importers Exhibit, 
Inc., Aug. 4-15, 1941, at the Palmer 
House, Chicago, Ill. , 


Housewares and Major Appliance 
Exhibit sponsored by the Housewares 
Manufacturers’ Association, Inc., 628 
Palmer House, Chicago, to be held at 
the Palmer House, beginning on or 
about Jan. 4, 1942. 


Housewares Show, July 13-18, 
1941, at the Atlantic City, N. J., Audi- 
torium. Sponsored by the New York 
Housewares Mfrs. Association. Secre- 
tary, Mrs. Flo English, Hotel Pennsyl- 
vania, New York City. 


Iowa Retail Hardware Association, 
annual convention and exhibit, Feb. 10- 
13, 1942, at Des Moines, Iowa. Philip 
R. Jacobson, secretary, with headquar- 
ters at Mason City. 


National Contract Hardware As- 
sociation and American Society of 
Architectural Hardware Consultants, 
annual convention and exhibit; Sept. 
15-19, 1941, at the Palmer House, Chi- 
cago, Ill. Frank H. Sherwood is execu- 
tive secretary of the National Contract 
Hardware Association with headquar- 





Coming Conventions 
and Events 


Corrected each issue 
according to latest data 


ters at 441 Lexington Ave., New York 
City. Carl D. Himes is secretary-trea- 
surer of the Architectural Consultants 
with headquarters at 315 S. Main St., 
Dayton, Ohio. 


National Retail Farm Equipment 
Association, annual convention, Sept. 
30-Oct. 1-2, 1941, at the Hotel Sherman, 
Chicago, Ill. P. M. Mulliken is execu- 
tive secretary with headquarters at 207 
Hotel DeSoto Bldg., St. Louis, Mo. 


National Retail Hardware As- 
sociation, 42nd annual congress, July 
14-17, 1941, at the Roosevelt Hotel, New 
Orleans, La. Rivers Peterson, 333 N. 
Pennsylvania St., Indianapolis, Ind., is 
managing director. 


National Wholesale Hardware 
Association, 47th annual convention, 
Oct. 13-16, 1941, at the Marlborough- 
Blenheim Hotel, Atlantic City, N. J., 
in conjunction with the 83rd semi-an- 
nual convention of the American Hard- 
ware Manufacturers Association. George 
A. Fernley, 505 Arch St., Philadelphia, 
Pa., is secretary of the wholesalers’ as- 
sociation, and Charles F. Rockwell, 342 
Madison Ave., New York City, is sec- 
retary of the manufacturers’ association. 


New York Lamp Show, July 21-25, 
1941, at the Hotel New Yorker, New 
York City. 


New York Gift Show, Aug. 25-29, 
1941, at the Hotel Pennsylvania. 





Customer Not Negligent 
CUSTOMER was hurt when he 


fell into an unguarded exca- 
vation at a Florida business place. 
Under the law in Florida and most 
other States, if a person thus hurt 
was himself negligent and contrib- 
uted to his own injuries, he cannot 
make the business house pay for 
them. Discussing this point in the 
Florida case, the Federal court said: 
“Tt is contended that the customer 
contributed to his injuries in that he 
knew or could have known of the 
excavation and that, therefore, he is 
barred by law from recovering finan- 
cial compensation. The persons in 
charge of the place owed him the 
duty of keeping the premises in a 
reasonably safe condition. It is not 
contributory negligence to fail to 
look out for danger when there is no 
reason to apprehend any.” The busi- 
ness house paid. 
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Left to right, front row: C. B. Gladden, Charlotte, N. C., secretary; 

P. B. Hendrix, Columbia, S. C., president; W. R. Harden, Graham, N. C., 

first vice-president. Rear row: Max Washburn, Shelby, N. C., executive 

committee; A. R. Craig, Charlotte, N. C., treasurer; C. H. Albright, 

Rock Hill, S. C., second vice-president; and S. T. Proctor, Fuquay 
Sovrings, N. C., third vice-president. 


Hendrix Elected Carolinas 


Association. President 


B. HENDRIX, president of 
e the Hendrix Hardware Com- 
pany of Columbia, S. C., was elected 
to the p-esidency of the Hardware 
Association of the Carolinas, at the 
37th annual convention of the asso- 
ciation held at the George Vander- 
bilt Hotel in Asheville, N. C.. June 
10-12. Mr. Hendrix succeeds R. E. 
Barron of Rock Hill, S. C. 


“This has been a most successful 


meeting, held in rather trying 
times,” President Hendrix said at 


the close of the convention. “Our at- 
tendance has been excellent in view 
of the fact that most of the hard- 
ware dealers in this section as in 
other sections of the United States 
are very busy with national-defense- 
influenced business. 

“Our pzincipal problem in the 
hardware field is the shortage of 
metals. Steel and aluminum are 
metals now hard to obtain or com- 
mandeered for national defense pur- 
poses and this has handicapped the 
production of hardware stocks,” he 
said. “Business in the Carolinas is 
at a peak compared to recent years 
and is growing in volume due in 
part to the national defense _pro- 
g:am. We are extremely busy in the 
hardware field, keeping abreast of 
orders particularly in those sections 
of the Carolinas where army camp 
construction has created a boom in 
housing and other types of new 
building.” 

In resolutions the association 
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pledged support to defense; urged 
the membership to resist any at- 
tempt to advance prices unjustifi- 
ably; protested the policy of the Ru- 
ral Electrification Administration in 
offering appliances to rural custom- 
ers at cost and urged reduction of 
government expenditures in favor of 
the defense program. 


Officers Elected 


In addition to Mr. Hendrix. off- 
cers elected at the meeting included: 
C. B. Gladden, Charlotte, N. C., sec- 
retary; A. R. Craig, Charlotte, trea- 
sucer; W. R. Harden, Graham 
Hardware Co., Graham, N. C., first 
vice-president; C. H. Albright, Mar- 
shall Hardware and Supply Co., 
Rock Hills, S. C., second vice-presi- 
dent; S. T. Proctor, Proctor-Barbour 
Co., Fuquay Springs, N. C., third 
vice-president, and Max Washburn 
of the Cleveland Hardware Co., 
Shelby, N. C., member of the execu- 
tive committee. 

Opening with preliminary confer- 
ences on June 9, the convention fea- 
tured trade discussions of impor- 
tance throughout its length. Begin- 
ning with President Barron’s ad- 
dress, the program included ad- 
dresses: “Sell Paint by Putting the 
Rainbow to Work,” by C. P. Jarden, 
Sherwin - Williams Co.; “Advance 
with the Future of Hardware Retail- 
ing,” by T. K. Ruff of Columbia, 
S. C.; “Your Money’s Worth,” by 














Mechanics 


WHO KNOW 


Expansion Anchors 


Use PAINE 














Thousands of Carpenters, Plumbers, 
Electricians, Maintenance Men and 
other tradesmen who have used 
PAINE Malleable Shields—are ready 
Prospects for these popular, effi- 
cient anchors. They can be installed 
without a setting 
tool in Concrete, 
Marble, Tile, Slate, 
Brick, Stone and grip 
these materials firm- 
ly, eliminating  re- 
mounting expense. 
Thousands of new 
users are being sold 
PAINE Products 
through our National 
Trade Paper Adver- 
tising that reaches 
over 500,000 mechan- 
ics. Ask your Jobber 
Single Machine TODAY for PAINE 





; MALLEABLEOSHIELD 


Bolt Shield Malleable Shields 
Fig. 970 and write for com- 
Also avail. _— plete catalog of An- 





able in choring Devices and 
Double Shield Builders' Specialties. 


THE PAINE CO. | ji¢.520 


2963 Carroll Ave. Chicago, Ill. 
New York Warehouse & Sales: 48 Warren Street 


Lag Screw 
Shield 








Feature Handee—the original tool of 


its type and the largest seller. More 
Handees in use today than all other 
makes combined. 

Favored in industry, also a year- 
around gift item for mechanics, crafts- 
men and hobbyists. 

National advertising sends buyers to 
you. This attractive Counter Demon- 
strator will sell them a Handee which 
means repeat business for accessories. 

De Luxe Model $18.50 with 7 Accessories. 

Ultra De Luxe Set (De Luxe Handee and 45 
most popular Accessories in metal carrying 
case), $25.00. 

Demonstrator requires only 2 sq. ft. of space. 
Send for yours today, also Special Deals and full 
information on Accessory Counter Case. 


CHICAGO WHEEL & MFG. CO. 


Makers of Quality Products for 40 Years 


1101 W. Monroe St. Dept. HA Chicago, Ill. 
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Holders 
Every one of your customers 
will see this attractive, color 


ful display card on your coun- 
ter because it’s designed to 
catch the eye! Then let Micky 
Door Holders sell themselves. 
2 styles, either rubber tipped 
or pointed, in lengths up to 8” 
long to hold any garage door 
on any type of flooring. This 
is a real ‘‘extra’’ profit item. 
Ask your Jobber about the 
complete line of Grand 
Hardware Specialties 
GRAND SPECIALTIES CO. 
“Sinee 1921"" 
3106 W. Grand Avenue 
Chicago, Illinois 








THEY PULL—-CLINCH—HOLD 


The outstanding fastener for making, repairing 
sersens, gardes furniture, frames, ete. 


Ask Your Jobber 
SUPERIOR FASTENER CORPORATION 
5224 N. Clark St. Chicago, il. 








CRAB GRASS ELIMINATOR 


Attaches to any 
hand lawn mower. 
Lifts low-growing 
}erab grass in 
3 lawns from ground 
/ so mower can cut 
it to prevent 
spreading and re- 





seeding. Safer and 
surer than chemi- 
cals. Developed 


through 6 years 
of experimentation. 
Retails at $1.50. 
CRAB GRASS ELIMINATOR 
86-06 117th Street 
Richmond Hill, Long Island, N. Y. 

















PRIEST'S CLIPPERS 


A Complete 
Line— 


Ask 
Your Jobber 
75 Years’ Reputation in the Trade 
AMERICAN SHEARER MFG. CO. 


NASHUA, N. H. 














15 days- 


before date of issue 
is the closing date 
for the classified ad- 
vertising section. 
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MICKY Garage Door | Hobart 


Thomas of Indianapolis, 
Ind., and “Retail Credits and Col- 
lections,” by R. G. Trosper of 
Greensboro, N. C. 

“How Insurance Funds Should Be 
Invested Under Present Conditions,” 
by R. S. Dickson of the Dickson and 
Company, Charlotte; “What the Re- 
tailer Expects of the Wholesaler,” 
by Veach C. Redd of Cynthiana, 
Ky.; “The Future of Farming in the 
Carolinas,” by David S. Weaver of 
Raleigh, N. C. 

Discussion topics also made a part 
of the convention program one of 
extraordinary interest to the dealer. 
Two such general topics were cal- 
endared: “Assume Your Community 
Responsibilities” discussed by C. H. 
Albright of Rock Hill, S. C.; Harry 
L. Stewart of Clinton, N. C.; Abel 
Warren of Garland, N. C., and Tom 
Proctor of Fuquay Springs, N. C. 
“What Is the Most Important Phase 
of a Business to Which the Principal 
Executive Should Give Attention?” 
was discussed by W. R. Harden of 
Graham, N. C.; J. Betts Simmons of 
Charleston, S. C., and Max Wash- 
burn of Shelby, N. C. 

Problems facing the hardware 
dealer in the present of the national 
defense preparations, rising business 
volume with rising prices and the 
utilization of metals in the national 
defense program were major por- 





tions of the convention topics. Also 
stressed were relationships within 
the trade and new promotion 
methods. 


One Bicycle for Every 19 
Persons in Town 
(Continued from page 17) 
doorway and over the appliance 
department, the display usually 
consisting of one of large size, one 
of smaller size and a velocipede. 
During the warmer months this is 
supplemented by a mass display of 
a large number of bicycles in the 
inner showroom which adjoins the 
main showroom of the store. Win- 
dow displays are also used during 

the warmer months. 

Every other week the firm sends 
out 1500 direct mail pieces to 
homes located from eight to 15 
miles from the store and many of 


these mailing pieces mention 
bicycles. Newspaper advertising 


is also used to push sales of bi- 
cycles as well as other merchan- 
dise. While the store carries re- 
pair parts, tires and accessories 
and does some repairing, most re- 
pair jobs are sent to boys in town 
who have a flair for that kind of 
work. 


This War Prosperity 


EARMAMENT is stimulating 
business, as everyone can see. 
Men are going to work in defense 
industry jobs and the result is felt 
by all. Already, predictions of a 
national income of 80, 90 or 100 


| billions are heard. 


But the thoughtless assumption, 


| coming from so many quarters, that 


at last the corner has been turned 
and good old prosperity is once 
more in sight, calls for a word of 
warning. “We must not be fooled 
into thinking,” writes John W. Sco- 
ville in Nation’s Business, “that 
when in peace times we have a na- 
tional income of a certain amount, 
that an equal national income when 
we are at war or preparing for war 
would witness the production of 
similar goods or give an equally 
high standard of living. A wartime 
economy cannot be measured with 
a peacetime yardstick.” 

For the time being, the country 
is throwing all its energies into the 


production of war materials. To a 
certain degree that stimulates every- 
thing. But it does not solve the 
problem of depression. Ships and 
guns and tanks and bombers are 
essential to national security and 
everybody wants to see them built, 
quickly. They are not the goods 
that raise living standards, how- 
ever. As we make more guns and 
bombs we make fewer refrigerators 
and shirts. 

The result inevitably will be a 
rise in the prices of peacetime 
goods. If we produce less of them, 
no other outcome is possible, and 
no form of government price con- 
trol can do much more than con- 
tribute to create a scarcity. 

We will do well to remember 
that the solution for our economic 
ills has not been found. We have 
merely put aside the problem while 
we attend to an unpleasant duty in 
another direction. 
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| Mississippi Ass’n Opposes . 
Miller-Tydings Repeal 


AM FORTENBERRY of Osyka, 

Miss., was elected president of 
the Mississippi Hardware Associa- 
tion at the close of the annual con- 
vention at Biloxi, June 2, 3, and 4. 
He succeeds J. W. Dees, Hazelhurst. 
Fonda C. Rowland, Charleston, was 
elected vice-president; Calvin Flint, 
Batesville; S. Turner Bigham, Pon- 
totoc, and W. H. Pincher, Lexing- 
ton, were named directors; and re- 
tiring president J. W. Dees, Hazel- 
hurst, and C. H. Everett, Jackson, 
advisory board D. O. 
Mansfield, Jackson, remains as sec- 
retary. 


members. 


Resolutions 


The association in its resolutions 
opposed Congressman Hampton P. 
Fulmer’s bill in which he asks for 
repeal of the Miller-Tydings law. 
It also went on record in favor of 
the Patman Chain Store Bill and 
decided to set up a definite plan 
against government cooperatives, 
the nucleus of which will be to peti- 
tion representatives in the, national 
capital demanding correction of the 
procedure used in Mississippi in 
forcing farmers to belong to their 
cooperatives and buy from them. 
The plan will be followed up by 
letter and personal calls from Wash- 
ington. 

The job ahead of private business 
is to resell the American way of 
doing business to the American pub- 
lic, Les M. Taylor, general sales 
manager of the Mississippi Power 
and Light Co. told delegates to the 
35th annual convention. Mr. Taylor, 
whose company furnishes electric 
and gas service to more than 314 
towns and in 42 of Missis- 
sippi’s 82 counties, had for his sub- 
ject, “We Exist on the Suffrage of 
Our Customers.” In reselling the 
American way, Mr. Taylor reminded 
his merchant audience that they 
were under definite obligations, how- 
ever, first to their customer and 
second, to their fellow businessman. 


cities 


Miss Fannie May Izard, Jackson, 
representing the same power com- 
pany, spoke from the 
angle. She boiled her own address 
down to this. “If you want more 


woman’s 


women customers, make your store 
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attractive to them, make them feel 
at home there and sell the merchan- 
dise they want.” 

A. C. Kammeier, N.R.H.A., Indi- 
anapolis, Ind., told the convention 
of the work of the national associa- 
tion in an afternoon address and in 
a morning talk spoke on moderniza- 
tion. 

Along the modernization idea he 
pointed out that there is “too little 
thought given to the investment in 
merchandise until competitors force 
it,” and then suggested that the im- 
provements. be spread out on a 
definite program. 

H. C. Collard, Hibbard, Spencer 
Bartlett & Co., Chicago, IIL, spoke 
on changed selling opportunity. 
“The hardware business is far from 
being on the way out,” he said. “In 
fact, I don’t believe there ever was a 
better time to make money in the 
hardware business than right now. 
This, however, cannot be accom- 
plished by methods of 1900, any- 
more than would be possible in other 
endeavors. Proper merchandising 
consists in carrying more of what 
more people buy more of, displayed 
in such a way as to appeal to the 
largest number of these buyers, and 
priced so that they compare favor- 
ably with other stores,” he said. 


Willing Cooperation 


President Dees in his annual ad- 
dress said that “America’s freedom 
is being challenged by those who 
would make themselves master of 
all mankind. Our program for na- 
tional defense is well under way, 
which gives us a feeling of security 
and protection of our national inter- 
ests. We must stay united in spirit 
and purpose. Whatever is in store 
the hardware fraternity is willing 
to cooperate.” 

Other speakers included J. C. 
Ritchie, Ruston, La., on “Better Re- 
tail Selling,” and L. M. Stratton, 


Memphis, on “The Market Out- 
look.” 
Tom H. Barritt, E. C. Atkins & 


Co., famous silver steel saw artist, 
who says “the saw is one of the 
sweetest instruments today,” was on 
hand and entertained on 
occasions. 


several 








ARMSTRONG 


The Socket Wrench 
with the DRIVELOCK! 


Have you tested the ARMSTRONG 
Vanadium Super Quality Socket 
Wrenches featuring the patented 
ARMSTRONG DRIVELOCK? 
This exclusive Armstrong feature 
locks socket to driver, driver to 
extension, extension to handle — 
heads positively will not knock off. 
These are the only safe wrenches 
to use around moving machinery. 
Parts are quickly and easily de- 
tachable. 






















If you 
haven't 
a copy of the ARMSTRONG 
Wrench Catalog handy, write 
today for C-39 Manual showing 


complete ARMSTRONG Line — 
these are guaranteed quality tools, 
the finest manufactured. You can’t 
miss sales with ARMSTRONG 
QUALITY. = 








ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 

314 N. Francisco Ave., Chicago, U.S.A. 
Eastern Warehouse and 
199 Lafayette St., New 





Sales 


York 





9g myportal 





Balance? Temper, Steel, 
Straight Eye —all are fea- 
tures that make Collins 
Axes “sales leaders’’, Cus- 
tomers like Collins Axes 
because “they cut longer 
between sharpenings”— 
you will like the way they 
increase profits. 

The Collins line offers 
you a complete selection of 
axes, mattocks, small axes, 
hatchets, bush hooks, hoes 
-each a dependable tool. 









Michigan 
> 


Order from your jobber 
today; if he can’t supply 
you, write us. The Collins 
Co., Collinsville, Conn, 


Dayton 


&- 


Since 1826 
this trade mark 
has been the 
guide tothe best 
in axes. 





Lecitimus 





Dayton Beveled 











Classikied Opporvtumitien Section... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





[ Chansijied Adwentining Rater | 





Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words...... $4.00 
All capitals, maximum, 50 words... 5.00 
Each additional word...... coe «6 


Positions Wanted 
Ces 5 Rate) set } maximum, 


Allow Seven Words for Keyed Address or Your Address 


SCORED SUPLAY RATES 
Ge ilbnnt0608steredetsesces $6.00 





—— FOR CONSECUTIVE INSERTIONS 
4 insertions, 5% off; 8 insertions, 10% off. 
Due to the special rate, these discounts do 
not apply on Position Wanted Advertise- 
ments. 

-e-— 

REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency or stamps. 


Samples of Merchandise, Literature, 
Catalogs, etc., will not be forwarded te 
bex number advertisers unless accom- 
panied by fici postage for 























HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


—e-— 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York City 











| Positions Wanted =f 


[ Posttiows Wanted | 








HARDWARE PERSONNEL, OUR FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. No charge to employers. 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street, 
New York City. 





MANUFACTURER'S REPRESENTATIVE 
DESIRES LINE SELLING jobbing, department 


stores and defense industries. Territory—New 
York and New England. Complete sales record 
data available. Address Box E-424, care of 


Harpware Ace, 100 E. 42nd St., N. Y. City. 





SALESMAN INTERESTED IN SECURING 
MAJOR lines of hardware, plumbing, brass goods, 
cabinets and unpainted furniture. 15 years ex- 
perience hardware and furniture trade for Detroit 
and Michigan. Address Box E-431, care of 
Harpware Ace, 100 E. 42nd St., N. Y. City. 





MANUFACTURERS ATTENTION! EXPE- 
RIENCED SALESMAN WANTS to represent 
manufacturer in Northern New Jersey territory. 
Straight commission basis. Broad, varied ex- 
perience. Stand closest investigation as to ability 
and integrity. Address Box E-432, care of 
Harpware AcE, 100 E. 42nd St., N. Y. City. 











_SALESMAN AMERICAN, CHRISTIAN, 
37, OWN CAR, selling steel products to hardware 


trade New England, N. Y. State. Can't quote 
prices or make deliveries. Would like line that 
can quote prices and make deliveries. Plastics? 
Glass? Will sell locally or travel any territory. 
Nominal expenses and commission. Address Box 
F-436, a of Harpware Ace, 100 E. 42nd 


St.. N. Y. City. 


SALES EXECUTIVE AVAILABLE EX- 
PERIENCED IN specialty selling of hardware 
and sporting goods. Wide acquaintance and fol- 
lowing among jobbers and larger retailers through 
middle west and north west. Wish to connect with 
reliable manufacturer of quality products only. 
Can furnish best of references as to character and 
ability to produce. Address Box E-435, care of 
Harpware Ace, 100 E. 42nd St., N. Y. City. 


_SALESMAN—AGGRESSIVE, VERSATILE, 
EXCELLENT RECORD. 18 years sales experi- 
ence all sections of country, particularly South, 
representing prominent manufacturers, cutlery, 
tools, hardware specialties. Strongly entrenched 
jobbers, chain stores. High yearly earnings. Able 
to shoulder big responsibilities. Will consider any 
worthwhile sales position; traveling or Metropoli- 
tan area. Address Box E-425, care of HarpWARE 
Ace, 100 E. 42nd St., N. Y. City. 





HARD WORKING SALESMAN, BEYOND 
DRAFT AGE, with plenty of selling experience 
to jobbers and large retailers of Ohio, West Vir- 
ginia, New York, Michigan and New England 
states, wishes to identify himself with live hard- 
ware manufacturer. Acquainted with hardware 
and paint items, including electric fence control- 
lers. Can promote sale of any items to jobbers. 
Willing to cooperate with jobbers by missionary 
work. This job must include drawing account. 
Address Box E-434, care of Harpware Ace, 100 
E. 42nd St., N. Y. City. 


74 





SALESMEN TO SELL SHELLAC—the ideal 
side line. Sell to paint and hardware dealers. 
Good commissions. Good territory still open. 
Complete protection given. Give experience and 
references. Address Box E-393, care of Harp- 
ware Ace, 100 E. 42nd St., N. Y. City. 











WANTEI*—MEN TO SELB AS side line or 
full line high-grade paints made by medium sized 
reliable paint manufacturer. Products priced rea- 
sonably. Commission basis. Address—Raker Faint 
& Varnish Co., 850 Providence Road, Scranton, 
Pa. 





SALES REPRESENTATIVE WANTED TO 
SELL Red Squill Rat Killer on attractive display 
cards, in liquid and powder form, also mouse 
seeds and ant killer, a very profitable line to han- 
dle as a side line or full time. Liberal commis- 
sion. Territories open Pennsylvania, New Jersey, 
New England, Ohio, and New York City. Write 
for full information at once. Address—Chas. H. 
Davis Company, Rome, # 











| ~—s Accounts Wanted } 


I CAN GIVE EFFICIENT REPRESENTA- 
TION to one more line to wholesale hardware, 
department stores and janitor supply trade in 
Iowa, Missouri, parts of Illinois and Nebraska. 
Address Box E-410, care of Harpware Ace, 100 
E. 42nd St., N. Y. City. 











MANUFACTURERS’ REPRESENTATIVE 
CALLING ON THE hardware trade in Michigan 
and surrounding territory desires lines of hard- 
ware specialties. Prefer new items to introduce to 
the trade. Well acquainted, 30 years’ experience 
calling on hardware dealers in this territory. Can 
give best of references. Address Box E-427, care 
of Harpware Ace, 100 E. 42nd St., N. Y. City 











[ Buniness Opportunities | 








WE WANT SALESMEN—now calling on 
hardware or millwright trades, to represent manu- 
facturer of brown leather belting, an exceptional 
line that’s easy to sell. Light pocket size sam- 
ples. State references, territories. Commission 
basis. Address Box E-429, care of HarpWwarE 
Ace, 100 E. 42nd St., N. Y. City. 





MANUFACTURERS’ REPRESENTATIVES 
CALLING ON BUILDERS’ HARDWARE and 
lumber dealers to sell line of casement and storm 
sash hardware. Exclusive territory open in North 
Central, South Central, and Western States. Lib- 
eral commission. State lines handled and _terri- 
tory covered. Address Box E-430, care of Harp- 
ware Ace, 100 E. 42nd St., N. Y. City. 





SALESMEN WANTED FOR Massachusetts, 
Eastern N. Y., Western Pa., Ohio and Va., for 
popular priced lines of wooden ware, card tables, 
unpainted furniture, promotional specials and 
housefurnishing items. All f.o.b. factory. Com- 
mission basis. Only applicants giving full partic- 
ulars will be considered. (Our own salesmen 
known about this ad.) Address Box E-433, care 
of Harpware Ace, 100 E. 42nd St., N. Y. City. 





FOR RENT—STORE AND BASEMENT 
20x100. Long established hardware, house fur- 
nishing and electrical supplies. Reasonable rent. 
Apply. Harry Klein, 25 W. 43rd St., New York 
City, Bryant 9-9644. 





HUNTING AND FISHING. HERE’S YOUR 
ANSWER TO .. . where, when, and how, to 
catch more fish and get better hunting . . . Read 
OutdoorsMan, the national magazine for sports- 
men. Get it at newsstands, 15c or send 15c in 
stamps to the publication. Its beautiful man and 
boy cover is ideal for framing. Address—Out- 
doorsMan, 378 South Fourth St., Columbus, Ohio. 





FINANCIALLY SOUND WELL- RATED 
HARDWARE BUSINESS, oldest and best-known 
store in growing North Carolina town, 43 years 
under same name in same location—best location 
in town. Up-to-date stock and valued “good will” 
coupled with good trade. Will sell on favorable 
terms and lease building to right person who can 
expect flourishing turnover. Address Box E-423, 
ase of Harpware Ace, 100 E. 42nd St., N. Y. 
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[Business Opportunitiea ||| Business Opportunitiea | 


Help Wanted 








ERY AND PAINT retail store for sale, estab- 
lished 95 years, on Main street in city of over | Popular makes prices at $50 to $99. Free dem- 
20,000 population, in Central Virginia. Inventory | onstration and monthly payment terms. Address— 
$35,000. Address Box E-428, care of HarpwareE| The Hilger Company, 3303 Cooper Avenue, St. 
Ace, 100 E. 42nd St., N. Y. City. 


GENERAL HARDWARE, FARM MACHIN- FLOOR SANDERS—USED AND FAC- 
TORY REBUILT. One year factory guarantee. 


Cloud, Minnesota. 


WARE SALESMEN—by _ well-organized 





Ace, 100 E. 42nd St.. N. Y. City. 











HARDWARE AGE 
VERIFIED LIST 


OF 
WHOLESALE HARDWARE HOUSES 
WHOLESALE HEAVY HARDWARE HOUSES 
DISTRIBUTORS OF MILL SUPPLIES 
PLUMBERS and TINNERS SUPPLIES JOBBERS 
MANUFACTURERS’ AGENTS 
HARDWARE CHAIN STORES 


WE need hardly point out the necessity and value of an 
authentic hardware jobbers list, compiled and sponsored 


by HARDWARE AGE. 


It not only authoritatively gives you the names of the recog- 
nized hardware jobbers, but also includes their capitalization, 
the territories they cover, the number of men traveled, the 
lines handled and, in most cases, the names of officials and 


buyers. 


Such a publication is indispensable to sales managers and 
advertising managers for personal and direct mail sales contacts. 
Furthermore, many firms find it highly advantageous to give 


copies to their road salesmen and district representatives. 


HARDWARE AGE VERIFIED LIST 100 East 42nd Street, New York 
GENTLEMEN: 


Kindly send me............ copies of your New Sixteenth Edition 
po | eS Tore Te TTT TTT Tee Cer Tere TT ADDRESS ....... 
EE ak cuct ab redateba reds boDSen see dbansne Med ekbhe ds Aa ew emeEe ys 3? rer re 
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JUST OFF THE PRESS! 


THE SIXTEENTH EDITION OF 





NOTE—A LIST OF 
HARDWARE RETAILERS 
IS NOT INCLUDED IN 
THIS PUBLICATION— 
WRITE FOR DETAILS 


IT IS OBTAINABLE AT THE LOW 
PRICE OF 


"10.00 


PER COPY 


REMITTANCE WITH ORDER 


USE THIS COUPON TO FILL YOUR 
REQUIREMENTS PROMPTLY 


TWO EXPERIENCED RETAIL HARD.- 


well-located firm having a retail business and also 
a mill supply department. Would prefer men 
who are exempt from the draft and will be happy 
to interview applicants Saturday afternoon or 
evening. All inquiries will be considered confi- 
dential. Address Box E-426, care of HARDWARE 








G 
RANGES RANGES 
FLORENCE 


GARDNER, MASS. 









































° 
ABATERS BURNERS 


ay STOVE CO. 


KANKAKEE, ILL. 





NEW YORK, CHICAGO, BOSTON, ATLANTA, DALLAS AND SAN FRANCISCO 














Be Ready with Hoppe’s No. 9 


When a shooter wants a “sure fire”, absolutely cer- 
tain gun cleaner give him Hoppe’s No. 9 Solvent. 
Suggest that he use it with Hoppe’s Gun 
Cleaning Patches and sell him also a can 
of Hoppe’s Lubricating Oil and a Tube 
of Hoppe’s Gun Grease. You'll be giv- 
ing him positive gun protection, abso- 
lute satisfaction and making four profits 


from your Jobber—and be specific — 
GET HOPPE’S. Make friends. Make 
money. Save time, trouble and talk. 


FRANK A. HOPPE, INC. 


2314A North 8th Street, Philadelphia, Penna. 





Get Hoppe’s Products 








retail 


113-2 





Moore Push-Pins and Push- 
less Hangers display plenty 
action because 
they fill a real need around 
the home. And because each is designed to 
do its job efficiently and well, there's a real 
demand for this “handy pair.” Thus, they GO 
TOGETHER because of the very nature of the 
job they do and they GO T 
counters—to the profitable advan- 
tage of dealers who stock them. 


FREE DISPLAY. A 


OGETHER over 


revolving All-Metal 
Counter Display free with your order for 
72 packets of Moore Push-Pins, Push-less 
Hangers. Specify Cabinet No. 720 


MOORE PUSH-PIN COMPANY 


5S BERKLEY STREET. PHILADELPHIA, PENNA 





TOGETHER 
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Genuine DOMES of SILEN ICE 


SLIDE SILER SOFTLY - SMOOTHLY 


DOMES o 
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Ask your Jobber 


f SILENCE, Inc., 


SAVE FURNITURE 


hh & FLOORS-CREATE QUIET 


race 
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A 


Acme Steel Company ..... 


American Cabinet Hardware Corp. 69 


2 Chain & Cable 


American Chain Div. .... 


American Hydraulics Co. 


American Shearer Mfg. Co. 
Ames Baldwin Wyoming Co... 


Armstrong-Bray & Co. ..... 


Armstrong Bros. Tool Co. 


Rossick Co., The . 
Behr-Manning Corp. 
Berea Abrasives . 
Bethlehem Steel Co. .... 


Co., 


79 
72 
51 


73 


66 
. 48-49 
65 
39 


Boston Woven Hose & Rubber Co. 36 


Builders’ Hdwe Textbook 6 
c 

Carrollton Metal Products Co..... 77 

Chicago Wheel & Mfg. Co. . 71 

Clayton & Lambert Mfg. Co. 77 

Collins & Co., George F. . 73 

Columbian Rope Co. ............ 8 

Crab Grass Eliminator .......... 72 
D 

Domes of Silence, Inc............. 7 
E 

Everedy Co., The 58 
F 

Flexible Steel Lacing Co. ........ 78 

Florence Stove Co. .............. 76 
S 

Grand Specialties Co. .......... 72 
H 

Hoppe, Inc., Frank A. ...... 76 

Hotel Bellevue-Stratford .......... 58 

eee eee 77 
L 

Lamson & Sessions Co. .......... 4! 

Luther Grinder & Tool Co. ...... 79 





M4 

Master Lock Co. ..... ~ - 

Miller, Inc., Robert E. . 76 

Moore Push-Pin Co. ...... a 

Mossberg & Sons, Inc., O. F. . $5 

Myers & Bro. Co., The F. E. _— 
N 

National Mfg. Co. aes 68 
P 

Paine Company, The ......... oe ae 

Perfection Stove Co. 35 
9 

Quinn Wire & Iron Works 78 
R 

Remington Arms Co., Inc. 31 
Ss 

Savage Arms Corp. ‘ 52 

RM, accccoeanee ss ene 

Scholihorn Co., The Wm. . sy 

Shapleigh Hardware Co. . 80 

Silex Company, The .............. 13 

Southington Hdwe. Mfg. Company 57 

Speedway Mfg. Co. . ».. @ 

Stanley Tools ...... 60-61 

Stanley Works, The ......... . 

Stevens Arms Co., J............. 52 

Stewart Iron Works Co. . 70 

Superior Fastener Corp. 72 
T 

Trico Fuse Mfg. Co. 78 
U 

Union Fork & Hoe Co. . & 

Union Hardware Co. , 47 
v 

Vichek Tool Co., The 67 
w 

Wooster Brush Co. 2 
7 

Yale & Towne Mfg. Co., The...... 3 
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| Something New 7” a a N 
An AUTOMATIC Garage B por fee RPMI CULE 
| =) Hand Decarated 











antry Ware 


@ Only in Carlton cake 
savers will you find the 
wonderful edge seal that 
keeps dust out and all the 
tastiness and goodness of 
the food inside. Convenient 
to carry with one - piece 


' : handle that snaps easily 
Economical - Automatic into place. Both round and 


A Stanley “Swing-Up” Hardware Set with new attractions. — Sypee. Variety of 
For old and new doors, weighing not over 150 Ibs. The low bright colors, charmingly 
price will please your customers. Write for full details. hand decorated. Ask your 



















Turn the handle and up it 
goes — no tugging, no lifting. 


THAT'S STANLEY 








The Stanley Works, New Britain, Connecticut. jobber. 
[s I A N L EY ] The Carrollton Metal Products Co. 
TRADE MARK — CARROLLTON, OHIO 





HARDWARE FOR CAREFREE poOOoRS | 
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AMERICAN CHAIN DIVISION e awd We CHAIN & CABLE COMPANY, Inc. 
YORK, PENNSYLVANIA Gz Bugcnedd Gee Your Sapely 





















The Practical Torch 
For the All ‘Round User 


C & L No. 600A is the popular torch 
with men who want long-life service 
to meet varied needs. C & L patenfed 
advantages permit maximum use at 
moderate cost. 













HOTEL 


ul! N 

pROTECTIO , 
for the TRAVE! R’ = treated oe 
1, Bathrooms ar is sterilised nitized. 4 All 


out. 2- Glasewr iephones are S# dered. 
e. 3. Telep’ itized-laun 
and towels > “Sani ed and specially 








“Experience-proven", this C & L 
Torch brings ready sales from men 
who appreciate quality. Order fall 
supplies now while basic materials are 
still available. 


~ bene sed our door 
wrapped ood Law that fo ormerly Patsy ate quiet. 















PIB rom 





¥ AT 63rd STREET 





BROADWA 


CLAYTON & LAMBERT 


MFG. CO., Detroit, Mich. 


RATES FROM $2 SINGLE « re FOR Two 

















Good Window Displays « « « « « « «© « «© «© «© «© «# « # « « 


De you realize that no one factor will draw people to your store And many dealers who require their own copy of Hardware Age 
like attractive window displays of seasonable merchandise? a it highly profitable to subscribe to extra copies for their sales 
lorce. 
Hardware Age is continually reproducing such window displays— The cost, $1.00 per year, is returned over and over in better 
its representatives are always on the lookout for new ideas. windows and increased trade. 


HARDWARE AGE, 100 East 42nd Street, New York City 
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ALL GATOR 


Ok oneal 
STEEL BELT LACING 





FOR KEEPING | THIS ECONOMY PACKAGE is a 


UP YOUR STOCK 
these Economy 
Packages are 
packed 10 of a 


particularly attractive merchan- 
dising item. It avoids the neces- 
sity of breaking a standard box 
of lacing. Contains one set of 


FOUR SIZES IN 


counter sales 











single size in lacing complete with gauge and : « 
corrugated ship- hinge pins for a 12” belt and the bw 7 
ping carton lacing can be broken to length U “4 po. te Y 
shown above. | for the narrower belts. — See 
3 packages 15E, 
Lacing List Weight Belt 2 of 20E, 3 of 25E 
No. Percarton | Per carton Thickness and 2 of 27E. 
1SE $4.75 3.1 lbs. \" to %o" 
20E 5.00 4.1 lbs. 54o"" to Ha" a 
25E 6.25 4.9 Ibs. Hg" to 140" omy Display 
27E 6.65 5.8 lbs. YA" to %o" Unit, List... $5.60 
35E 8.50 8.4 lbs. Yo to Ae ORDER FROM 




















All prices subject to discount YOUR JOBBER . 
FLEXIBLE STEEL LACING COMPANY 


4616 Lexington Street, Chicago, Illinois 








New DAISY Wa, 


Best for 30 Years 
oS 
os 
Fa) 


For Hogs 
And Poultry 


Here's just two high ranking 
sellers picked from a line backed 
by a strong national advertising 
campaign that has plenty of 
sales appeal for you. When your 
customers ask to see waterers 
that are built to last. . . that 
will operate through the use of 
barrels, stock tanks or high 
pressure pipe lines . . . show 
them the New Daisy Automatic 
Waterers that eliminate fuss and 
filth. Heater attachments pro- 
vided for all-winter use. Manu- 
factured and guaranteed for over 
30 years by the Quinn Wire & 
Iron Works 

Also manufactur- 
ers of Daisy and 
Shaw Calf Wean- 
ers, 





No. 50 
Waterer 


Famous pressure-valve type New w#Juaisy 
Waterer for pipe lines and high pressure. 
Guaranteed to work on any pressure water 
line not exceeding 75 pounds. Cast iron 
bowl, satin aluminum finish. Bowl is 16 
in. long, 7 in. wide, 5 in. deep. 
Patented mud cups included. 








D 
rhe LERS 
Don’ Today! 
“a hesitate 
diately” ,~ imme 
énformaty or fall 
ur 0 
co 
No. 30 Ordering Tine 
Made to operate through use of barrels or stock tanks. your _ throug, 
Non-pressure valve. Heavy cast iron bowl 13 in. long, if bh Jobber, o 
6 in. wide, 4% in. deep, finished in rust resisting ply © cannot oun. 
metallic satin finish aluminum. Copper ball float 2% direct.” Write -« 
y 8 


in. in diameter 
Patented mud cups. 


Cast iron cover protects valve. 
Standard % in. nipple for inlet. 
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It is said: “Opportunity 
That 


depends upon the “door” 


knocks but once!” 


Opportunity is constantly 
knocking at the door labeled 


CLASSIFIED 
OPPORTUNITIES DEPARTMENT 


in every issue of Hardware Age. Here the advertise- 
ments under Positions Wanted, Help Wanted, Accounts 
Wanted, Sales Representatives Wanted and Business 
Opportunities are proving real opportunities for hardware 
men who are looking for help as well as those who are 
seeking positions. 





Send your copy with remittance to— 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St. + New York, N. Y. 


TRICO Corea 
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| c ~\ THE COLOR TELLS THE SIZE 


MORE SALES 
WITH COLOR 


The variety of colors for the different sizes— 
2-color cartons and the NEW 7-color display 
The safety top (no metal, 
no cuts) 


box attract attention. 
, mo shocks . . . no glass, 
is another sales getting feature. 


| 
Ask your jobber for COLORTOPS 
Write for sample 











Changing Your Address? 


| If you are, please send your new address 
| to the CIRCULATION DEPARTMENT 
| at least 3 weeks before you move. 


HARDWARE AGE 


100 East 42nd Street New York. N. Y. 
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996 FOR 25 SEARS A AK eercder IN GRINDERS. suappry 


soe 4 





IE STI 





































HAND AND 


POWER GRINDERS 










THE NAME WITH SALES POWER 
IN THE GRINDER FIELD 


LUTHER... 


Here’s the extra profit item of the 
year. 











who starts to turn the crank is a 
real prospect. Let 
them play a few 
moments — and 
you'll wrap up plenty of these 
profit items. 


Get your grinders on display—partic- 

ularly if they’re Luthers. 

People are buying, building, repair- 

ing — showing a greater interest in 

things for the home than ever before. 
.. and every home needs a Luther— 

just as much as the carpenter, me- 
chanic, etc. 

So take this tip—get your Luther 

leaders up in front. Every person 


















If you haven’t the Luther, 
your jobber can supply you 
today. Call him now—or put Luther on 
the “Want Book”. 















Prices Subject to Change Without Notice 
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So —————— 
ubher Best MAIDE 
Bz «TILTING GRINDER ee CT 
Here’s a de luxe = 
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: BARREL 


AUTOMATIC EJECTOR 


LAST YEAR— 
A REAL VALUE 


THIS YEAR— 
A SENSATION! 


—with many exclusive 
sales-making features! | 


BEAUTY AND PERFORMANCE! — It’s no 
wonder that these Shotguns have gained such 
wide popularity. The rich, lustrous, horn-like 
Tenite stock and fore-end together with the con- 
trasting white butt plate, pistol grip cap and col- 
astic block“front sight make King-Nitro truly out- 
standing in appearance. 


Other refinements include its coil spring action, 
its top lever which works to right or left, its blued 
forged steel barrel. Proof tested. 12, 16, 20 and 


410 gauge sizes. 


Ask our salesman for complete details about these 
more profitable guns. 
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